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ABSTRACT 
Are You What You Have? 
The Role of Motivation and Cultural Value Congruency on  
the Mere Ownership Effect 
by 
CHAN Pik Ying 
Master of Philosophy 
Previous research on mere ownership effect has shown that merely possessing 
an object results in enhanced evaluation of that object (Beggan, 1992), when 
compared with unowned (Belk, 1988; Dittmar, 1992; Prelinger, 1959) or 
others-owned object (Nesselroade et al., 1999). Since people see their possessions as 
an extension of their self-identities (Belk, 1988), it is suggested that making 
self-enhancing judgments about possessions would satisfy owners' desires to 
maintain positive self-image. 
 Extending the traditional mere ownership effect, this thesis examined whether 
people perceive having endowed the positive features of the product upon acquiring 
its ownership prior to its actual use, using essential oil products as stimuli objects.  
It is hypothesized that the proposed mere ownership effect would occur only 
when participants are motivated to self-enhance; and when the functional value of 
the owned object is congruent to the participants’ own cultural value. 
A cross-cultural experiment was conducted in the United States and Hong Kong, 
with 93 American students and 99 Hong Kong students. Participants in both cultural 
groups were presented an essential oil product which was claimed to have a 
therapeutic function of enhancing one’s holistic mode of thinking. Given that holistic 
thinking ability is valued in Asian culture compared to American culture, the oil’s 
functional value is congruent to the cultural value of the Hong Kong participants 
relative to the American participants.  
Results showed that HK participants, who are motivated to enhance their 
holistic thinking ability, reported higher self-perceived efficacy in holistic thinking 
once they merely owned the “holistic” essential oils. This self-enhancing tendency 
did not happen in the American samples whose cultural orientation does not 
emphasize the importance of holism; and in participants who were not motivated to 
enhance their holistic thinking ability. The findings have important implications in 
understanding the circumstances in which this new form of the mere ownership 
effect might occur. 
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CHAPTER I: Introduction 
1.1 Background 
A large and growing body of research across a variety of contexts has 
examined the meanings of one’s possession. The concept of ‘ownership’, in which 
objects are viewed as mine or ours, is common across time and cultures (Kline & 
France, 1899; Litwinski, 1942). According to Dittmar (1992), this psychological 
connection between self and the possessions can be developed with a variety of 
things such as homes, automobiles, and other people. Possessions play a significant 
role in owner’s identity. Belk (1988) suggested that possessions were considered as 
one’s extended self. With people’s general tendency of self-enhancing (Ross & 
Fletcher, 1985), they also display greater liking for self-owned object than unowned 
one (Beggan, 1992) and others-owned object (Nesselroade, Beggan & Allison, 1999), 
independent of actual exposure. This bias was termed the mere ownership effect 
(Beggan, 1992). It is common for people to have self-enhancing bias when making 
self-judgment, especially after they experience threat to their self-concept. Steele 
(1988) suggested that when one’s self-conception is threatened, one would seek 
compensation to maintain self-integrity. 
More recent studies suggested that ownership contributes to favorable 
evaluation towards the self. The feeling of ownership towards objects has strong 
psychological effects which produce uplifting and beneficial effect to one’s identity. 
Damisch, Stoberock and Mussweiler (2010)’s study demonstrated that individuals 
who used their personal owned luck charm performed better in a memory task due to 
their heightened perceived self-efficacy. Thus far, scholars also started to investigate 
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if mere ownership has the same effect on one’s perceived efficacy, in which the 
owners not only develop favorable evaluation over the owned object, but also hold 
the same positive view to their personal abilities.  
1.2 Objectives and Significance of the Study 
A considerable amount of literature has been published on the simple effect of 
mere ownership (that mere possession increases the owner’s liking of the object). 
This thesis seeks to take a further step to explore if the owners perceived changes in 
their self-perceived efficacy by the mere possession of an object, without its prior 
usage. In the traditional mere ownership effect, people extend their self-concept to 
the objects, and see the owned object positively. It should be noted that the target of 
evaluation is the object itself. In this thesis, I take a step further to explore how the 
mere ownership effect works when the target of evaluation is the owner, i.e., whether 
people will also incorporate the functional property of the object into their 
self-concept, to enhance the self. Recent research provided supporting evidence to 
this new mere ownership effect. Yeung, Loughnan, Kashima, Lun and Yeung (2017) 
found that people believed that they acquired the functional property of objects after 
owning them. For instance, people rated themselves as more knowledgeable after 
owning lectures notes, more resilience to sleepiness after owning a 
sleepiness-combating chocolate, and more creative after owning a flower essence 
that functions to boost creativity. Yeung, Geers and Kam (2017) also found that 
participants experienced less pain after merely possessing a placebo analgesic cream, 
even before its usage. In my senior thesis study (Chan, 2014), I found that 
participants who were primed with feelings of lack of luck, after merely possessing a 
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purported luck-enhancing gemstone bracelet peculiar to their horoscope, reported 
higher level of perceived luck. 
The present research aims to provide a better understanding of this new form 
of the mere ownership effect. A bottle of essential oil purportedly having a particular 
cognitive enhancing function was used as the stimulus, and it was examined whether 
the mere possession of the essential oil would influence one’s self-perceived 
qualities. 
The role of Self-enhancing motive  
It is expected that the new form of the mere ownership effect (incorporating 
the functional property of the owned object into their self-concept) will occur when 
the object’s functional property is congruent with one’s self-enhancing motive. Since 
people are motivated to achieve a consistent and favorable self-identity, their 
expectations on own’s possible selves, which is the self-knowledge of how a person 
perceives as potentially capable with regard to oneself, are influential to instigate 
future behavior in achieving personal goals (Markus & Nurius, 1986). Research in 
the consumer psychology field also suggested that consumers use products and 
brands in self-enhancement and self-verification goals (Escalas & Bettman, 2003). 
Given the influential role of self-enhancing motive in people’s attitude and behavior, 
there is a need to examine whether individuals’ self-enhancing motive can influence 
the occurrence of the new form of mere ownership effect. Thus, the present study 
manipulated the degree of congruency between participants’ self-enhancing motive 
and the functional property of the experiment stimulus and explored how it could 
affect the new mere ownership effect. 
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The role of Cultural value congruency 
Understanding cultural differences is considered a critical element in studying 
how consumers respond to products. This is because consumers who grow up in a 
particular culture were accustomed to specific cultural values, beliefs, and goals. 
When responding to messages about products, consumers may be implicitly 
motivated to respond in a mode that congruent with their cultural values and norms, 
especially when the products have potential functional properties to provide a sense 
of personal competence on attributes that a culture values.  
It has been widely accepted that there are contrasting values, views of self 
and mode of thought held in two distinct cultures - individualism and collectivism, 
typically found in Western and East Asian cultures respectively (Ishii, 2013). When 
possessions reflected our extended self (Belk, 1988) and constituted crucial parts of 
self, the socio-cultural meanings of an object and the functions it played appears to 
affect how one associates with certain object and internalized its properties into part 
of the self-identity. 
Past research showed that cultural background of consumers plays an 
important role in how they respond to product’s information. Zhang and Neelankavil 
(1997) found that advertising appeals that emphasize individualistic benefits were 
more effective among US participants, while appeals that emphasizing collectivistic 
benefits were more effective in Chinese participants. The findings indicated that 
cultural differences along the individualism/collectivism dimension may play an 
important role in actual consumer responses to different product information, such 
that products that demonstrate collectivistic values and benefits are more effective in 
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promoting in China, than in the individualistic culture, since such values conform to 
the prevailing cultural norms. Similarly, in the current study, it is expected that 
owning an object which functions to benefit culturally-congruent values or ability 
would lead to the new mere ownership effect. Specifically, a product promoting 
collectivistic benefits may exert a new mere ownership effect (i.e. enhanced 
perceived-efficacy) within Chinese participants. 
Objectives of the study 
The study aims to examine whether individuals would perceive themselves to 
have higher self-efficacy in a particular domain, after merely owned an essential oil 
product that claimed to impart specific property to users. Additionally, it investigates 
potential factors that contribute to the new mere ownership effect, two factors 
(self-enhancing motive and cultural value congruency) were manipulated in the 
present study to assess their potential roles in the occurrence of the effect. 
The present research is proposed to test the above-mentioned hypotheses, 
through manipulating product’s functional property and participants’ self-enhancing 
motive. An essential oil named ‘Holistic’ was presented as an effective product to 
enhance one’s holistic thinking ability after usage. Besides, participants’ motives 
were manipulated. One group of participants (motive concordance group) were 
primed to have a holistic thinking-enhancing motive and the other group (motive 
discordance group) were primed to have an assertiveness-enhancing motive (in other 
words, a non-holistic enhancing motive). It is expected that the mere ownership 
effect (in this specific case, incorporating the essential oil’s holistic thinking 
properties into the self) will occur only when participants are primed with a holistic 
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thinking-enhancing motive (motive concordance group), but not when participants 
are primed with an assertiveness-enhancing motive (motive discordance group). 
The present study also assesses how cultural values affects people’s response 
to specific products. Scholars have documented the cultural differences in human 
mode of thoughts, in which a holistic mode of thought is more valued by East Asians, 
while an analytic mode of thought is more prevalent among Western cultural groups 
(Nisbett, Peng, Choi, & Norenzayan, 2001). It is anticipated that differences can be 
found in participants’ responses to the mere ownership effect between the two 
distinct cultural groups – Hong Kongers and Americans, when they were presented 
with a product that emphasizes benefit that is either congruent or incongruent with 
their cultural values. It is expected that owning an object which functions to enhance 
qualities that valued by own culture would lead to the new mere ownership effect. In 
this case, it is expected that the Hong Kong participants would perceive having 
higher self-efficacy on holistic thinking ability when they merely owned an object 
emphasizing values favorable to their collectivistic culture. However, the same effect 
might not be expected when American participants from individualistic cultures 
owned the same object. 
1.3 Organization of the thesis 
This thesis consists of six chapters. In Chapter II, literature review gives an 
overview on the theoretical background and the latest findings of the new form of 
mere ownership effect. Based on the literature, Chapter III presents the research 
hypotheses of the present study. Chapter IV describes the methodology used in this 
study. Chapter V presents the results obtained and data analysis performed. At last, 
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Chapter VI interprets the results and discusses the findings, theoretical and practical 
implications, and also the limitations and suggestions of future research direction.  
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CHAPTER II: Background and Literature Review 
2.1 Overview 
In this chapter, I review the literature on material possessions and the mere 
ownership effect. Four areas of literature relevant to the study design are presented. 
First, this chapter begins with the literature on the meaning and importance of human 
possessions regarding one’s sense of self. Evidence from different schools of 
psychology on the relationship of material possessions and one’s sense of self will be 
presented to see how possessions have become a crucial component in the 
construction of self and personal identity. Second, I further review the literature on 
the self-definitional functions of consumer products. The focus will lie on consumer 
research that examining the psychological functions played by consumer possessions. 
Third, the literature on mere ownership effect will be presented. An overview of the 
extant research studying the powerful effect of one’s feeling of ownership and how it 
affects one’s attitude and self-efficacy will be given. Finally, the role of 
self-enhancing motive and cultural value congruency; and their relations to the new 
form of mere ownership effect will be addressed.  
2.2 Possessions, Development of Sense of Self and Identity 
Some say humans are materialistic by nature, we own a lot of stuff and things 
in our life. Our clothes, books, toys, furniture, plants, pets, and the most advanced 
essential – the smartphone – surround us in our everyday life. We all have them, but 
what do they mean to us? Much more than practical entities, their psychological 
significances have extended far beyond their physical qualities, and become parts of 
our extended self. 
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The psychology of possession is well rooted among people. The early 
development of the strong self-object association shows the importance of 
possessions in human life, starts out early in our life since childhood. Although the 
concept of ownership is abstract since it cannot be perceived directly through senses 
or if it can be directly measured. Developmental evidence suggested that children 
demonstrate knowledge of ownership since very early developmental stage. Children 
can reason about ownership from the age of two (Fasig, 2000) and preschoolers aged 
two to four can infer who is the owner of an object with the principle of whom first 
possessed it (Friedman & Neary, 2008). The most common possessive behavior of 
toddlers is to claim ownership by saying something is ‘mine’ – the object could be a 
toy, a person, or even something in non-physical form like a song. Development of 
this sense of ownership often put children into “property fights” with their age-mates 
in arguing what is mine and what is yours. Interestingly, this social interaction allows 
children gradually to learn that only those objects that they are able to control can be 
viewed as “mine”, and possessions become an identity formation process for children 
to draw boundaries to distinguish self from the environment and others. 
 Lewis (1963) pointed out that possessiveness behavior in preschoolers as an 
expression of “individuality and self-awareness”, in which children actively defining 
the boundary of self by claiming possessions as ‘mine’ and the possessions of others 
as ‘yours’. Newson and Newson (1976) also emphasized the importance of 
possession for children to develop a sense of self.  
A child’s personal possessions, including first of all his name and his 
memories, but extending to the material objects that he can touch and hold 
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and know to be his, establish him in his own identity and confirm him as a 
person in his own right (Newson & Newson, 1976, p. 128). 
Some scholars also suggested that the exercise of personal control over 
possessions and the reafferent feedbacks are closely related to child’s development of 
a sense of self (Furby, 1980; Lewis & Brooks, 1974). These contributions shed lights 
on how material possessions play a profound role in self-definition and identity 
formation of children. 
2.3 Possession as Parts of the Self 
The notion that people regard possessions as part of the self is not recent. The 
pivotal role of one’s possession was also studied by early theorists in the 19th 
century. William James, who was the pioneer in the conceptions of self, epitomized 
the close link between self and possessions in his Principles of Psychology: 
The Empirical Self of each of us is all that he is tempted to call by the name 
of me. But it is clear that between what a man calls me and what he simply 
calls mine the line is difficult to draw. We feel and act about certain things 
that are ours very much as we feel and act about ourselves… A man's Self is 
the sum total of all that he can call his, not only his body and his psychic 
powers, but his clothes and his house, his wife and children, his ancestors and 
friends, his reputation and works, his lands and horses, and yacht and 
bank-account. All these things give him the same emotions. If they wax and 
prosper, he feels triumphant; if they dwindle and die away, he feels cast down 
(James, 1890, p. 291). 
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It is now well established by a variety of studies that possessions are viewed 
as important components of our sense of self. Prior research on consumer 
self-concept (Belk, 1988) suggested that possessions are incorporated into consumers’ 
self-concept. In his classic review of possessions and extended self, Belk (1988) 
examined lines of evidence on the relationship of material possessions and the 
extended self, and offered a very comprehensive investigation on how consumer 
goods comprising extended self in a consumer research context. Other consumer 
research also discussed the effect of products on activating consumer self-concept 
(Sirgy, 1982).  
Prelinger (1959) suggested that an individual’s self is constituted by different 
self-regions. He tested the hypothesis by asking adults to rate 160 items according to 
whether they were ‘definitely a part of your own self’. Items were categorized into 
eight conceptual categories, included body parts, personal attributes and abstract 
ideas. It was shown that possessions ranked midway among eight categories, which 
show material possession is being perceived explicitly as a crucial part of our 
self-extensions. 
Given that one’s possessions could be perceived as parts of the self. Their 
unintentional loss could be a threat to self-identity and result in losing part of the self. 
The loss of own possessions could evoke strong negative emotions. Burris and 
Rempel (2004) suggested that when possession is lost or destroyed, it could become 
a symbolic form of deaths to parts of the self. Studies on the loss of possessions 
through natural disaster or burglary suggested that people experience it as a deep loss 
of the self (Delorme, Zinkhan, & Hagen, 2004; Paap, 1981).  
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Apart from self-report findings, several studies attempted to measure the 
association between self and possession implicitly by the Implicit Association Test 
(IAT). The test was designed to measure attitudes and preferences that individuals are 
not consciously aware of (Greenwald, McGhee, & Schwartz, 1998). When compared 
with objects that one did not own, most people displayed stronger implicit 
associations between their possessions and self-concept (Oyamot, 2004) and a 
significant memory advantage over transiently owned items (Cunningham, Turk, 
Macdonald, & Macrae, 2008). 
Recent neuropsychology studies even provided strong neural evidence of the 
association of the self and possessions employing functional magnetic resonance 
imaging (fMRI), a technology to measure brain activity and locate the important 
functional area of the brain. Kim and Johnson (2010) demonstrated that even objects 
that were transiently relevant to self or only with imagined ownership trigger greater 
activity in a brain region, MPFC (medial prefrontal cortex), compared with objects of 
little or no relevance to self. Furthermore, activity in MPFC was also found to be 
associated with increased judged value for objects assigned to self (i.e., the 
traditional mere ownership effect). 
Considering all of these evidence, it is suggested that one’s possessions are 
intimately connected with their self-concept, this self-object association not only 
found when it is self-evaluated subjectively, but also found in implicit attitude test 
and brain activity testing. The linkage between one’s self-concept and the external 
possessions, and the effect of possessions deserve further exploration. 
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Self-Definitional value of Possession 
To understand the complex relationship between possession and one’s self, 
we should first map out the various psychological meanings of possession and the 
motivation behind possessive behavior. Previous research has established two camps 
of explanations on the psychological functions of possessions play for individuals – 
instruments to exert control and symbols of personal identity (see Figure 1.1).  
 
Figure 1.1. An integrative model of the psychological functions of material 
possessions. Reprinted from Consumer culture, identity and well-being: The search 
for the 'good life' and the 'body perfect'. (p. 40), by H. Dittmar, 2007, Hove and New 
York: Psychology Press. Copyright 2008 by the Psychology Press. 
The integrative model shown in Figure 1.1 summarized the main types of 
psychological functions that material possessions fulfill in a hierarchical manner. On 
the one hand, social psychological research proposed that possessions serve as 
symbolic expressions of the self, which is an important component of possession-self 
link. Possessions are the symbolic expressions of the self which express one’s core 
14 
 
values and individuality (Dittmar, 1992, 2007). The symbols of material objects can 
be a means of quasi-language to communicate ourselves. There is a large volume of 
published studies describing how possessions’ symbolic feature linked to one’s self. 
The Symbolic Self-completion Theory proposes that people use the material symbols 
to compensate own perceived inadequacies within one’s self-concept (Wicklund & 
Gollwitzer, 1982). Consumer goods are described as symbols for sale (Levy, 1959), 
for example, owning a Rolex is a signature of being successful, given that there are 
socially shared meanings in a particular culture or society. The material goods can 
symbolize positive aspects of identity and help bolster individual’s sense of identity 
to become an ideal self. 
On the other hand, material possessions serve instrumental functions for 
individuals, the use-related functions allow people to exert control over the 
environment and gain a sense of mastery. Possessions also have emotional functions 
to make possessors to enhance their emotions. In Furby (1978, 1980)’s research work 
on the origins of possessive behavior in a developmental and cross-cultural approach, 
she suggested one basic component in understanding possession, which is the sense 
of efficacy, aroused by the objects’ functional-instrumental functions, it can help 
people on self-completion by exerting control to their environment and equip them a 
sense of mastery. This claim was well supported by other research (Dittmar, 1989, 
1991). When participants experienced control deprivation due to failure on a 
judgmental task, they would overemphasize the control their possessions endow 
them (Beggan, 1991). This research also suggested the sense of control endowed 
with the owners is independent of usage. The possessive behavior itself seems to 
provide the sense of control to the owners. In general, it is indicated that possessions 
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can instrumentally compensate and facilitate the self by satisfying the human innate 
need of control and mastery. The vital importance of possessions for owners to 
experience control and efficacy gain is demonstrated also. 
2.4 Consumer Products and the sense of control  
Addressing the question “what does possession mean to individuals in the 
modern society?”, we should examine it through the most prominent form of 
ownership in everyday life, which is consumer good. In the contemporary consumer 
cultures, people are surrounded by numerous consumer goods that they are becoming 
parts of our daily life. Many material goods are indeed useful practical tools that 
make our life more controllable physically, and also psychologically. 
The perception of control is almost a psychological necessity for human, 
which is paramount for survival. People are biologically motivated to exercise 
control (Leotti, Iyengar & Ochsner, 2010). Consumer product, acted as one important 
tool for individuals to reinforce their perception of control and self-efficacy. For 
instance, the luxury vehicle manufacturer, Maserati, used a tagline in their 
advertisement “My car has to be fast, smooth, and give me a sense of control”. 
Consumers were persuaded by products that are able to endow them with a sense of 
mastery. Product acquisition allowed people to restore control, especially when 
consumers experienced a perceived loss of control. Possessions act as a bridge to 
complete people self-concept and enable them to construct and maintain 
self-congruity.  
Research on consumer behavior has found that individuals who exposed to 
psychological self-threat will seek self-completeness through ownership to 
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high-status goods to compensate and restore their self-worth (Sivanathan & Pettit, 
2010; Wicklund & Gollwitzer, 1981). The possession of consumer goods seems to 
confer various psychological benefits to protect the self against negativity, and at the 
same time contribute to building a positive self-perceived image. 
2.5 Ownership and the Mere Ownership effect 
Owned possessions are believed to enjoy a unique psychological status, given 
the intimate association between the self and possessions and how they are often 
treated as a psychological extension of the self. This view is most clearly 
demonstrated by the “mere ownership effect”. Beggan (1992) found that people 
would evaluate an object more favorably when they owned it, relative to when they 
did not. This view is supported by the studies of Nesselroade, Beggan and Allison 
(1999) which found that people displayed favorable evaluations to their personal 
possession than others’ possessions. Likewise, in the classical work of the 
endowment effect, Kahneman, Knetsch and Thaler (1991) found that owned 
possessions are perceived as more valuable. People called for higher price to sell 
their owned objects than the amount they were willing to pay for buying (Kahneman, 
Knetsch & Thaler, 1990). Recent cognitive neuropsychological studies also provide 
new evidence of the mere ownership effect. Findings from Kim and Johnson (2010) 
offer new insights into this growing area by studying brain activity relates to the 
association between self and objects. They found that a greater MPFC activity is 
triggered by objects that are assigned to the self and rated as more preferred, 
compared to those were not. Further evidence indicated that there is a positive 
relation between MPFC activity and the mere ownership effect (Kim & Johnson, 
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2014), greater activity was found in self-sensitive brain areas for items with high 
imagined ownership ratings and post-ownership preference increase. 
Several lines of evidence suggest that the mere ownership effect is not due to 
the length of contact to the object; elevated mood effects after receiving a gift or the 
choice effect (i.e., experimenters assigned the objects to the participants) (Beggan, 
1992; Nesselroade et al., 1999). In addition, Nesselroade et al. (1999) found that 
ownership by the self creates stronger enhancement than ownership by other persons, 
which provide evidence on the importance of self-object association in the mere 
ownership effect. 
Self-enhancing effects of Possessions under Self-Threat 
One prominent explanation of the mere ownership effect is that it is a 
self-enhancement bias towards one’s possessions (Beggan, 1992). Since people tend 
to view themselves in an overly favorable manner and strive to maintain a positive 
sense of self, they often make self-enhancing judgments. Given that people see their 
possessions as part of their self-identities extension, they also tend to enhance what 
they own and give a favorable evaluation to their possessions. It is well demonstrated 
in Beggan (1992)’s research, in which participants displayed a greater mere 
ownership effect following a task-failure feedback, relative to a success feedback. 
This evidence suggested that the mere ownership effect is a form of 
self-enhancement, and it became stronger when one experience failure and hence a 
motive for self-maintenance. 
An extensive literature supports the notion that people have a self-enhancing 
tendency. Steele (1988) suggested that when individuals confronted with information 
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that threaten the integrity of the self, self-affirmation processes are activated to 
maintain the overall integrity of the self. People are likely to initiate compensatory 
behaviors, they might directly distort the threat (Taylor & Brown, 1988) or indirectly 
restore and affirm self-worth through alternate means (Sherman & Cohen, 2006). 
Research showed that self-threat may motivate people to acquire or consume objects 
that have reparative effects to their self-worth. For example, when individuals were 
made to feel doubts in own intelligence, they showed greater tendency of choosing 
intelligence-related products such as a fountain pen (Gao, Wheeler & Shiv, 2009). In 
the same vein, consumers with bruised self-esteem sought ownership of high-status 
goods to shield their self against threats (Sivanathan & Pettit, 2010) and those felt 
powerless desires status-enhancing products such as fur coats (Rucker & Galinsky, 
2008). Neurobiological study provides evidence that different neural mechanism, and 
thus psychological process, may underlie the mere ownership effect depends on the 
presence or absence of self-threat (Kim & Johnson, 2015). Up to now, a number of 
studies have shown that possessions play important psychological functions on one’s 
well-being, and even being perceived as a part of the self to compensate self-worth, 
especially when someone has self-enhancing need under self-threat. Thus, some 
scholars started to suggest that mere ownership of goods also play important 
psychological functions in enhancing the self (Chan, 2014; Yeung, Geers & Kam, 
2017; Yeung, Lougnan et al., 2017). 
More recent studies have begun to examine a new form of mere ownership 
effect. It is revealed that mere ownership of a product not just result in a more 
positive evaluation and increased valuations toward that product, but also a more 
positive evaluation of the self. Indeed, Yeung, Lougnan, et al. (2017) found that 
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people viewed the self as more competence after merely owning a useful product to 
the self. For instance, people rated themselves as more knowledgeable after owning 
lectures notes, and more creative after owning a flower essence that functions to 
boost creativity, even before actual usage. Yeung, Geers and Kam (2017) also 
demonstrated that people experienced pain reduction after receiving a placebo 
analgesic cream, even before its usage. In addition, Chan (2014) also reported that 
participants believed their luck level increased when merely owning a 
luck-enhancing charm. This series of experiments support a new notion of mere 
ownership effect, in which it is not limited to altering one’s evaluations towards the 
object, but also alter one’s belief in their own self-efficacy. Self-relevancy of the 
objects was also suggested as an important factor in affecting the magnitude of the 
mere ownership effect: the effect was stronger when the owned object is highly 
relevant to the owner, e.g., individuals who merely owned a luck charm peculiar to 
one’s personal zodiac sign reported greater feelings of luckiness compared to those 
who owned a luck charm of another random zodiac signs. In addition, past research 
also suggested that consumers with particular psychological needs tend to consume 
products that functions to mitigate that specific needs (Mandel, Rucker, Levav & 
Galinsky, 2017).  
In the existing literature in the field of ownership of consumer goods, 
researchers mostly focus on how seeking ownership of products can repair one’s 
“general self-confidence” (Gao et al., 2009; Sivanathan & Pettit, 2010). Few studies 
have investigated if the particular functional property of owned object could be 
incorporated into the owner’s self-identity to recover and enhance their threatened 
self. The present study aimed to address this research gap by examining if ownership 
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can induce enhanced self-efficacy when individuals owned object that functions to 
enhance their specific threatened self. 
In addition, Beggan (1992) proposed that people evaluate own possessions 
more favorably because they think of their possessions as part of the self, based on 
self-enhancing bias. Nonetheless, it remains unclear if the self-enhancing bias also 
operates when the target of evaluation is the owner, which implies that there could be 
self-enhancing effect in owners’ self-perceived efficacy. The current study 
contributed to the existing literature by measuring the effects of mere ownership of a 
consumer good on the owner’s self-efficacy level relevant to the property of the 
owned object. 
It is also proposed that the occurrence of the effect might be influenced by the 
owners’ self-enhancing motive and cultural value congruency of the products, which 
will be further elaborated below. 
The Role of Self-enhancing Motive on the New Mere Ownership Effect 
Past findings indicated that the mechanism driving the mere ownership effect 
is complex, little is known about the circumstances that would give rise to the effect, 
which is vital in understanding it. It is believed that there are certain circumstances to 
give rise to the proposed mere ownership effect. In particular, it was found that 
individuals would experience greater feelings of luckiness after owning a luck charm 
functional to the self, given that they had experienced self-threat in having bad luck 
and were motivated to improve own’s luck level beforehand (Chan, 2014). 
Nonetheless, the actual influence of individual’s motive has yet to be tested, i.e., 
whether an individual would experience the same effect when the function of owned 
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object did not match with one’s self-enhancing motive. 
As discussed above, a number of studies also suggested that the mere 
ownership effect arising from a self-enhancing tendency to protect self-esteem, a 
larger mere ownership effect arises especially when people experiencing self-esteem 
threat or other kinds of self-uncertainty (Beggan, 1992). Neuroimaging studies have 
provided important insights on the psychological process engaged when people 
exhibit mere ownership effect. Kim and Johnson (2015) identified that the mere 
ownership effect rests on different psychological process depending on the 
motivational context. When under self-esteem threat, higher-order neural cognitive 
mechanisms would be engaged, which imply that it is a more strategic, intentional 
form of self-enhancement, relative to a rather automatic processing when absent of 
self-esteem threat.  
Given that the mere ownership effect is one form of self-enhancement, the 
present study suggests that the occurrence of the mere ownership effect depends on 
the self-enhancing motivation one is having. People were motivated to self-enhance 
when experiencing self-threat or uncertainty, which refers to a psychological state 
involving unclear sense of self and low self-concept clarity (Morrison, Johnson & 
Wheeler, 2012). The present study aimed to assess the role of self-enhancing motive 
in the new mere ownership effect. Hence, it was tested by appraising the extent that 
the functional property of a product is consistent with one’s individual 
self-enhancing motive.  
When one experiences self-threat in one domain, individuals would seek 
compensatory means to self-affirm (Steele, 1988). Thus, it is expected that when a 
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person’s self-conception is threatened, one would be motivated to restore self-esteem 
through self-enhancing means, which in turn lead to a greater possibility to self- 
enhance when merely own a product which function is congruent with one’s 
self-enhancing motive.  
The Role of Cultural-based Values on the New Mere Ownership Effect 
Extensive literature documented that individual show greater self-enhancing 
tendency when their self-conception is threatened (Steele, 1988; Wicklund & 
Gollwitzer, 1982). Given that self-concept is not innately built but rather constructed 
by the individual through interaction with their environment (Brigham, 1986), 
self-conception differs across individuals. Culture is found to play a vital role in 
constructing people’s value and self-construals (Markus & Kitayama, 1991), people 
with different cultural background have remarkably distinct self-construals and they 
also react differently when primed with different kinds of self-uncertainty and 
self-enhancing motive.  
Morrison et. al. (2012) demonstrated that Asian experienced greater 
discomfort under group-level uncertainty, such as low group belongingness, whereas 
European American reported greater discomfort under individual-level uncertainty, 
such as lower intelligence. Moreover, their studies showed that when people feel 
self-uncertain, particularly on one’s fundamental aspects of the self, there was an 
increase in one’s tendency to assimilate subtle external constructs (e.g., primes) into 
their self-concept.  
The present research suggests that whether self-enhancing motive triggers the 
mere ownership effect depends on the extent of how the type of self-enhancing 
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motive they are experiencing and the functions of owned object are congruent with 
their cultural core self-definitions. When people were primed to be uncertain of 
important personal characteristics in their self-concept emphasized by their culture 
and acquire objects that bolstered their threatened part of self, it is expected that they 
would be especially susceptible to the new mere ownership effect. As mentioned in 
Sirgy (1982)’s work on the relationship between products and consumers, consumer 
goods play important identity-creating and enhancing functions, especially they help 
complete one’s ideal self-concept. Wicklund and Gollwitzer (1981) also proposed 
that when individuals were put under pressure in their incompleteness of core 
self-definitions, they have a tendency to seek substitutes for self-completeness for the 
lacking one. Thus, when examining potential effects of mere ownership, we also 
need to consider whether the function of a product is central to one’s self-concept, 
which is culturally distinct.  
In the present study, it is expected that when a person’s culturally distinct 
self-conception is threatened, merely owned a product which functions to restore 
their self-concept would result in the new mere ownership effect. 
Cultural values advocated in Individualistic and Collectivistic cultures 
The assumption that cultural process engages in consumer’s reactions and 
evaluations towards products and consuming decisions is well supported by past 
studies (Monga & John, 2007). Research in consumer psychology also established 
that cultural symbols ascribed to product influence consumer’s evaluations and 
attitude over it. If a product symbolized a cultural value that the consumer personally 
endorsed (e.g. Gatorade symbolizing “Sense of Achievement”), people would 
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perceive it to taste better and develop a positive attitude toward the product (Allen, 
Gupta & Monnier, 2008). These findings also match the classic literature of Sirgy 
(1982) which argued on the impact of self-product image congruency on purchase 
motivation. It is often presumed that one’s evaluations of products depend on the 
personal objective judgements. However, individual preferences are not fully 
independent of culture, certain values and beliefs are accustomed to individuals 
throughout the course of life depending on one’s cultural backgrounds. People are 
being socialized into having distinct world views and mode of thoughts. Culture and 
mind are mutually constitutive and indivisible, understanding culture and its 
influence on self-concept are one major issue to be puzzled out before making 
assumptions on whether cultural value congruency could trigger the mere ownership 
effect. 
One prominent paradigm in studying psychological differences exist between 
cultures is Individualism–Collectivism. It has been one of the most practiced 
approaches in uncovering the cross-cultural variations of human psychological 
processes in comparisons of East Asians and North Americans. A long history of 
cross-cultural research has demonstrated their differences in various psychological 
domains, including self-conception (Kitayama, Duffy, & Uchida, 2007; Markus & 
Kitayama, 1991), attribution style (Choi, Nisbett, & Norenzayan ,1999), and their 
systems of thought (Nisbett et al., 2001).  
Different cultures each have a distinct origin and reflect clearly contrasting 
worldviews. Nisbett et. al. (2001) suggested that the marked differences reflect 
different culture’s intellectual heritage, which is Confucianism in East Asia and 
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Greek civilization in North America. Confucianism emphasis on collective agency, in 
which individuals are part of a closely-tied social organism and the harmony 
relationality and roles fulfillment is a guide of ethical conduct. Oppositely, ancient 
Greeks advocated personal agency and a sense of freedom. Moreover, the two 
philosophies have fundamentally different worldviews, East Asians held the holistic 
view that the objects and events in the world are interconnected and there are 
complex causalities among them (Buchtel & Norenzayan, 2008; Choi, Koo & Choi, 
2007; Ji, Nisbett & Su, 2001 Nisbett et al., 2001). Besides, attentions are oriented 
toward the “whole pictures” which include both the objects and the field that those 
objects belong. Whereas the Greeks are more inclined to view the world as a 
collection of discrete objects and to focus attention on the object itself primarily, 
independent of its context. These two distinct styles of thinking are termed Holistic 
Thinking and Analytic Thinking.  
According to Nisbett et al. (2001), Holistic thinking is defined as “involving 
an orientation to the context or field as a whole, including attention to relationships 
between a focal object and the field, and a preference for explaining and predicting 
events on the basis of such relationships”, whereas Analytic processing “involves a 
detachment of the object from its context, a tendency to focus on attributes of the 
object to assign it to categories, and a preference for using rules about the categories 
to explain and predict the object's behavior”. The intent of the current study was to 
assess the role of cultural value in driving the ownership effect. It is predicted the 
new mere ownership effect would occur when the functional property of the owned 
possession was concordant with one’s cultural values.  
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In the present study, the stimulus was a bottle of essential oil framed to have a 
functional property to enhance holistic thinking, which is an ability treasured by East 
Asians (Buchtel & Norenzayan, 2008; Ji et al,, 2001; Nisbett et al,, 2001). It is 
hypothesized that when people (e.g., East Asians) own a product with functional 
property that is congruent with their own cultural value (e.g., a product boosting the 
holistic thinking ability) would perceive having higher self-efficacy in holistic 
thinking, when compared to people (e.g., Amercians) who place less value on holistic 
thinking ability. Given that the two cultures, the East and the West, emphasize 
different thinking styles (holistic vs. analytic thinking), the study aims to examine 
how cultural-value congruency would affect the occurrence of the new mere 
ownership effect and hence the level of participants’ self-perceived efficacy. 
2.6 Cultural Difference in Self-Enhancement Tendency 
Self-enhancing tendency is a general human inclination that promotes and 
protects the positivity of one’s self, it is a positive bias on social-comparison of self 
relative to others (O'mara & Gaertner, 2017). It is suggested as the underlying 
mechanism of the traditional mere ownership effect. However, past findings reported 
that there is cultural difference in self-enhancing tendency, in which it is not as 
commonly found in East Asian culture as in the Western culture. It was identified 
that Westerners self-enhance significantly more than East Asians (Falk, Heine, Yuki 
& Takemura, 2009; Heine & Hamamura, 2007), for example, American tend to 
evaluate themselves more positively than they are evaluated by others, whereas 
Japanese see themselves less positively than they are viewed by others (Heine & 
Renshaw, 2002). Asians even showed a self-effacing tendency to see themselves as 
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less competent as others (Heine & Lehman, 1999).  
While some studies advocated the universality of self-enhancing tendency. 
Yamagishi, Hashimoto, Cook, Kiyonari, Shinada, Mifune, Inukai, Takagishi, Horita, 
and Li (2012) demonstrated that the cultural difference in self-enhancing tendency 
disappeared when Japanese participants were provided reward for correct judgement 
of their performance. The self-effacing tendency observed among East Asians is a 
reflection of their default strategy of being modest. When they were provided with a 
reason, East Asians also demonstrated self-enhancing tendency to judge their 
performance to be above the average, like their Western counterparts. This indicates 
that the self-enhancing tendency can be found in both cultures. 
It is expected a similar pattern would exist in the current study, Westerners 
may have greater tendency to rate themselves more favorably than East Asians in 
general. Nonetheless, if East Asians were provided with a reason – an owned object 
with self-enhancing functions, they would also engage in self-enhancement (i.e., to 
report higher self-efficacy). Consequently, East Asians could report similar efficacy 
ratings as the Westerners.  
The present study hypothesized that the new mere ownership effect depends 
on the cultural-value congruency of the owned target object. The stimulus used was 
an essential oil product named “Holistic” which functions to enhance one’s holistic 
thinking. Since it is a quality valued in collectivists’ community but not among 
individualists. The new mere ownership effect was expected to occur among Chinese 
participants. No or less effect was expected among Westerner participants, when they 
owned a product that its functionality did not matched with their cultural value.  
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It is anticipated that the discrepancies in self-enhancing tendency between the 
two cultural groups would disappear when the participants merely owned a product 
that functions to enhance specific ability that valued by East Asians. Chinese 
participants were expected to display a similar level of self-enhancement with 
Westerners, if they were given ownership to the essential oil, which act as a reason 
for them to self-enhance. 
2.7 Summary 
This chapter presents the theoretical background of the present study, 
including discussing (a) the importance of possessions on human development; (b) 
the self-definitional functions of consumer products; (c) the mere ownership effect 
and its extensions and (d) the role of self-motivation and cultural value played in the 
effect.  
This paper attempts to fill the knowledge gap in the field of mere ownership 
effect, the following issues will be addressed: (1) little empirical evidence of the new 
form of mere ownership effect; (2) first attempt to extend it in a cross-cultural 
context and (3) to explore the factors that may affect the occurrence of the effect. 
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CHAPTER III: Research questions and Hypotheses 
3.1 Overview 
This chapter introduces the hypotheses of the present research and provides 
rationales for them. Based on the review of previous literature introduced in Chapter 
2, the present study was designed to answer the research question: What are the 
effect of motive and cultural value congruency in the new mere ownership effect? 
Given the current knowledge gap noted in the previous chapter, the present 
study was designed for the following purposes: (1) attempt to replicate the new form 
of mere ownership effect as reported by past literature (i.e., people incorporate the 
functional property of the object into their self-concept after mere ownership); (2) 
examine the role of self-enhancing motive concordance and cultural value 
congruency in affecting the occurrence of the effect, and (3) examine the effect of 
other potential factors such as personality traits. 
In line with previous research (Chan, 2014; Yeung, Lougnan, et al., 2017), 
mere ownership of an object which functions to enhance the self is expected to alter 
people’s belief in their self-perceived efficacy in the particular domain. On the other 
side, people in the control condition in which they have no ownership of the product, 
they did not exhibit such effect, even if they were presented with the same product on 
their desks.  
The present study tried to replicate the result of the past study on the new 
form of mere ownership effect. Given that there is limited evidence on this effect, 
this research paper set out to provide extra evidence to prove the existence of the 
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effect. Among various kinds of consumer products, a consumer product that has been 
marketed with numerous therapeutic benefits but has yet to be proved was chosen as 
the stimuli object, which is essential oil. Although essential oil has been used 
therapeutically for years, its healing properties have yet to be proved in a scientific 
perspective (Heid, 2016). Past review studies that examined the health effects of 
essential oils show no sufficient evidence to convince aromatherapy as effective for 
any condition (Cooke & Ernst, 2000; Lee, Choi, Posadzki & Ernst, 2012), its effect is 
still inconclusive. Since essential oil therapy is often applied with massage and 
meditation, it is difficult to conclude the outcome was due to the essential oil alone, 
some also suggested that it could be a placebo benefit that stems from users’ 
expectancy. Even so, essential oils still become increasingly popular in many 
communities in the worldwide, especially under the New Age Movement grew in 
popularity during recent decades, the identification with the “spiritual but not 
religious” belief category became one of the fast-growing trends in the US culture, 
whereas one fifth of the US public identified themselves are (Funk & Smith, 2012). 
This trend gave rise to many spiritual practices, such as aromatherapy, numerology, 
tarot cards and meditation. Particularly, essential oils received exceptionally 
popularity due to its ease of use and being marketed as having various health benefits, 
such as medical use for relieving clinical symptoms like hypertension, anxiety, pain 
relief; daily use to relaxation, anti-bacterial.  
Meanwhile, there are growing suspicious on their exaggerated benefits after 
usage, some essential oil company with growing popularity such as Young Living 
promoted their products as cures of Ebola virus (Ohlheiser, 2014) and have unique 
ability to increase brain power. They offer blend products that combine multiple oils 
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into one purpose-oriented fusion with creative names, like Awaken, and Brain Power 
which function to help users to become aware of limitless potential and Finance 
which functions to manage and improve one’s finances. This brand and its 
corresponding essential oil products grew and expanded on a global scale, and also 
received popularity in Asian countries. With its expanding market around the world, 
it is one of the very successful and popular consumer products that worth 
investigating.  
3.2 Self-enhancing effect upon Mere Ownership  
In the present study, an essential oil product was used as a stimulus object to 
examine the new form of mere ownership effect, and focused on the differences in 
users’ self-perceived efficacy at the group level, by comparing the group that 
received ownership of the product and the groups that without ownership. In line 
with previous research by Yeung, Lougnan et. al. (2017), it is expected that 
participants who have mere ownership of essential oil product that functions to boost 
one’s holistic thinking ability, are more likely to rate themselves as having higher 
self-efficacy.  
Additionally, apart from explicit self-reported rating, participants’ implicit 
behavioral tendency was also measured. So far, very little attention has been paid to 
the ownership effect on individuals’ actual behavioral tendency. This study seeks to 
obtain empirical data which will help to address this research gap. It can provide 
evidence on whether people would exhibit a more holistic mode of behavioral 
tendency after they merely owned the essential oil product.  
The specific objective of this study was to identify how the two factors: 
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self-enhancing motive and cultural value congruency influence the new mere 
ownership effect, the related hypotheses will be discussed below. 
3.3 Hypotheses regarding the role of Self-Enhancing Motive  
One goal of this study was to examine the role of self-enhancing motive in 
affecting the occurrence of the new mere ownership effect. Past research suggested 
that the mere ownership effect arising from the heightened human needs to 
self-enhance and maintain self-esteem. Studies using neuroimaging approach has 
found that different neural and psychological mechanisms were recruited by 
individuals under No-Threat and Threat conditions (Kim & Johnson, 2015). A 
higher-order cognitive mechanism was engaged when individuals’ self-esteem was 
threatened by experimenter’s negative performance feedback. Thus, it indicated that 
motivational context is one key factor in affecting the manifestation of positive 
self-evaluations when owning self-enhancing entities.  
It was also proposed that personal motive is one important factor in 
influencing an analogous psychological illusion, which is the placebo effect, a 
phenomenon that individuals perceive having physical or psychological 
improvement due to personal expectations over the placebo drug that they consumed. 
In the same vein, the current study explored how individuals perceive illusionary 
self-enhancement after acquiring ownership of objects, but before usage. The placebo 
effect and the new mere ownership effect are similar but yet different in the sense 
that people are actually using the object in the former case, while people are merely 
owning the object without actual usage in the latter case. Given the analogous nature 
of the two psychological effects, a similar underlying mechanism was expected to be 
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found. It is revealed in past studies that motivation may contribute to the placebo 
effect (Hyland, 2011; Hyland & Whalley, 2008; Hyland, Whalley & Geraghty, 2007; 
Whalley, Hyland & Kirsch, 2008). Past findings have illustrated that the placebo 
response could depend on a motivational mechanism, specifically, the extent to 
which one’s motivation is concordant with the treatment. The study done by Hyland 
(2011) offers important insights into this hypothesis. It was found that individuals 
respond to placebo treatment when it is concordant with one’s motives, especially, a 
‘spiritual’ flower essence therapy works best for people who are spiritually 
motivated. 
These past studies suggested that people’s responses are actually depends on 
the concordance between the person’s motive and the stimulus’s functional property. 
For instance, when a ritual serves the function to self-defining or self-actualizing 
which satisfy human personal motivational goals, it provides better outcome (Hyland 
et al., 2007). The current study is based on the same hypothesis that the new mere 
ownership effect would occur if the owned object functions to satisfy one’s 
self-enhancing motive. It is expected that when merely owned an object (i.e. an 
essential oil product functions to enhance holistic thinking ability), the new mere 
ownership effect would only occur among participants with motivation matched with 
the function (motive to enhance own’s holistic thinking), but not among the 
participants with a mismatched motive (the control group with a motive to enhance 
assertiveness). Hence, the following hypotheses are made: 
Hypothesis 1a: Participants in the Holistic thinking motive condition would 
report higher holistic thinking efficacy when merely owned a 
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Holistic essential oil (compared to participants in the motive 
discordant condition). 
In addition to participants’ self-report perceived efficacy, a corresponding 
enhancement on their actual behavioral holistic thinking tendency were also expected 
upon mere ownership. It was measured with an instrument on individuals’ holistic 
casual reasoning developed by Choi, Dalal, Kim-Prieto and Park (2003).  
Hypothesis 1b: Participants in the Holistic thinking motive condition would 
report stronger behavioral holistic thinking tendency when 
merely owned a Holistic essential oil (compared to 
participants in the motive discordant condition). 
3.4 Hypotheses regarding the role of Cultural-Value Congruency 
Many scholars have suggested that self-concept is of important influence on 
human consumption behavior (Levy, 1959; Sirgy, 1982). Self-concept has been 
treated as a single variable as the perception of oneself. However, it was also 
conceptualized as having more than one component by many researchers, and mostly 
it is referred to two components, which are ‘the actual self-concept’ and ‘the ideal 
self-concept’. Given the human nature to move toward the ideal self, many behaviors 
are directed towards the construction and protection of self-concept. Living in a 
consumer society, the purchase and use of goods become an effective means to 
communicate to oneself and the others. As a result, many consumption behaviors 
nowadays are driven to serve the purpose for individuals to enhance and strive 
towards constructing their ideal self-concept. 
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Recently, many studies started to investigate how products’ image and value 
congruency with consumers could affect consumer behavior. In Sirgy’s (1982) 
classic work on self-congruity theory in consumer behavior, it is suggested that when 
there is positive self-congruity, which means the value attributes of the products are 
congruent with the self-image belief, consumers would exhibit the strongest level of 
ownership motivation. Specifically, one would have high purchasing intention if a 
luxury automobile has the property of “high status” and the consumer places a 
positive value on the image of “high status” in a self-image level. It is because 
purchasing the product can help them to maintain a positive self-image and to 
enhance oneself to their ideal image. Another study by Allen et al. (2008) also 
revealed that if the human values symbolized by a product are congruent with the 
consumer’s endorsed cultural value, their evaluations towards the product become 
more favorable, the food products even taste better, and there will be greater 
behavior intention of consumption. 
The present study examines how the value-congruity of products would affect 
the occurrence of the new mere ownership effect on a cultural level. Distinct values 
and beliefs were culturally shared within one culturally constituted world (Dittmar, 
1992). In different cultures, there is certain human value orientation that tied to those 
lived in it. Values are abstract representation that functions to be guiding principles in 
individual’s life (Schwartz, 1992). Human behaviors are often guided by the human 
values they endorsed. Thus, an individual’s reaction to products with distinct 
functional value may depend on how much one endorses with the value of the 
objects, which are usually culturally determined based on one’s cultural background. 
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The current study suggests that the cultural-value congruency of the merely 
owned product could affect one’s response to the new mere ownership effect. If the 
object symbolizes a cultural value and is functional to enhance the human value that 
the individual personally supports, this congruency would affect the occurrence of 
the mere ownership effect, and hence the individual was expected to experience 
higher self-perceived efficacy in that domain. Particularly, the cross-cultural 
contrasting effect on a single object was examined in two distinct cultures. As 
mentioned in the last chapter, cultural value orientation has been widely used to 
uncover variations of attitudes and behavior between East Asians and Westerners. 
While the Confucianism in East Asian culture is characterized of valuing human 
relationship, harmony, respect nature as holistic, they consider human beings as part 
of the nature in which they are inseparable and are closely bonded as an organic 
whole. This affirmation of the unity of human and nature can also be shown in their 
mode of thinking and perception. Evidence showed that people in East Asian cultures 
tend to use a holistic way of thinking. Particularly, they attend to the context and the 
relationship between context and object rather that the focal object (Nisbett & 
Miyamoto, 2005); assume causalities on relationships (Choi et al., 1999); having a 
cyclic view on changes; and dialecticism reasoning (Peng & Nisbett, 1999). These 
are totally contrasted with the analytic thinking in North American cultures which 
focus attention on an object itself and maintain linear perspective to changes. 
The literature on individualism and collectivism provides a very systematic 
examination of the cultural differences in individual’s value and self-construal. The 
two systems of thoughts imply different orientations and tendency in behavior and 
the value people endorsed. Given that East Asians are more oriented to hold a holistic 
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mode of thinking and assumption, whereas North Americans tend to hold an analytic 
style of thinking, many aspects of their consumer behavior are also culturally bound. 
In a review of cross-cultural consumer behavior research findings (De Mooij & 
Hofstede, 2011), different consumer attributes, processes and behavior have been 
found to be related to the cultural components of the person. Consumers’ responses 
have found to be predicted by the extent of congruency between one’s cultural value 
and the human value imbued in brands by marketer (Torelli, Özsomer, Carvalho, Keh 
& Maehle, 2012). The use of value concept for marketing purposes has become more 
popular (Kostelijk, 2016). For instance, consumers in collectivistic culture (e.g., 
Korea, Japan) favors human values in brand concepts which means to consistent with 
their own value, which emphasize to maintain their interdependent self-concept by 
preserving in-group integrity, harmony relationship, while consumers in 
individualistic societies (the United States) are oriented to those that maintain their 
independent self-concept as being unique through valuing achievement and power.  
Thus, it is hypothesized that the extent of cultural-value congruency among 
one’s culturally held value orientation and the functional value of the consumer 
product can predict the occurrence of the new form of mere ownership effect. It is 
anticipated that when an essential oil product, functional to enhance users’ holistic 
thinking, was merely owned by a person with collectivistic cultural background 
(emphasizing holistic mode of thinking), the owners are more likely to report higher 
self-perceived efficacy in holistic thinking, when compared to those with 
individualistic cultural background.  
Hypothesis 2a: Chinese participants would report a greater increase in holistic 
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thinking efficacy when merely owned a Holistic essential oil 
(compared to the Western participants). 
A corresponding enhancement on their actual behavioral holistic thinking 
tendency were also expected upon mere ownership. 
Hypothesis 2b: Chinese participants would report stronger behavioral holistic 
thinking tendency when merely owned a Holistic essential oil 
(compared to the Western participants). 
As discussed, past literature suggested there is cultural difference among two 
cultures in their self-enhancing tendency. Westerners generally display a stronger 
self-enhancement tendency and rate own selves with higher ratings, when compared 
to Chinese participants. However, when East Asians were provided with a reason, 
they also demonstrated self-enhancing tendency like the Westerners (Yamagishi et al., 
2012). Thus, it was predicted that the cultural difference in self-enhancing tendency 
would also disappear in the present study when the Chinese group were provided 
with a good reason to self-enhance (i.e., merely owned a motive concordant essential 
oil). 
Given the anticipation that motive concordance and cultural value 
congruency can predict the occurrence of the new mere ownership effect in 
enhancing one’s self-efficacy, the following hypothesis was made: 
Hypothesis 3: Among the Chinese sample, participants in the Holistic 
thinking motive condition would report higher holistic thinking 
efficacy when merely owned a Holistic essential oil (compared 
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to participants in the motive discordant condition). 
3.5 The Role of Personality and Other Psychological Factors 
The present research also intended to examine the underlying mechanisms of 
the occurrence of new mere ownership effect. Examining individual-difference 
factors could provide additional insight into understanding the factors that influence 
the strength of the effect. Certain potential psychological factors were also measured 
to examine their mediating role in the new mere ownership effect. 
One potential moderator is individual’s dispositional optimism. Past findings 
suggested that when facing adversity, people high in optimism performs better 
mental coping (Nes & Segerstrom, 2006) and display an informational bias towards 
positive stimuli (Karademas, Kafetsios & Sideridis, 2007). It is likely that optimists 
would prefer positively-framed object, i.e. an essential oil beneficial to their 
well-being, when facing self-threat manipulation in the present experiment. In 
addition, self-efficacy and optimism both imply positive expectations in the future, 
the former is concerned with personal confidence in task-specific capabilities, while 
the latter refers to a general positive expectancy. Therefore, they may be interrelated 
to enhance personal expectation outcome under the new mere ownership effect. It 
was hypothesized that optimists would be more likely to be influenced by the new 
mere ownership effect.  
Hypothesis 4: Participants high in Dispositional optimism would report 
higher holistic thinking efficacy when possessing a 
motive-concordant object (compared to those low in 
Dispositional optimism). 
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Another potential factor is people’s desire for control (DFC), a disposition 
reflecting people’s motivation to control the environment (Burger & Copper, 1979). 
It was found that individuals high in DFC tend to avoid stressful situations to ensure 
desired outcomes. These persons usually have higher task mastery (Parker, 
Jimmieson & Amiot, 2009) and high self-efficacy (Burger, 1992). In the context of 
the present study, the target object acted as a tool which allows individuals to exert 
control over the environment and equip them a sense of mastery, it was expected it 
may provide benefits to people who own it, especially to those who desire enhanced 
personal control. Thus, the following is hypothesized: 
Hypothesis 5: Participants high in DFC would report higher holistic thinking 
efficacy when possessing a motive-concordant object 
(compared to those low in DFC). 
Other potential personality traits were also expected to influence the 
occurrence and strength of the new mere-ownership effect. Since the target object 
used in the present study was essential oil, its spiritual basis was expected to exert 
greater effect on individuals high in Spirituality (Hyland, Whalley & Geraghty, 2007). 
In addition, one’s level of suggestibility, i.e., one’s general tendency to accept 
suggestions, was also anticipated to affect the strength of the effect. To sum up, 
personality variables including Dispositional optimism, Desire for control (DFC), 
Suggestibility and Spirituality were measured and their potential moderating roles 
were examined. 
Potential psychological variables that may mediate the effect of ownership on 
self-efficacy were measured, including participants’ mood, anticipated benefit, 
41 
 
behavioral intention, reward responsiveness, imagined consumption and perceived 
control of the stimulus object. Participants’ mood was measured to examine the role 
of their affective states in the new mere ownership effect. In addition, it is likely that 
ownership would affect participants’ perception on the stimulus object, included their 
anticipated benefit, which reflects participants’ expectancy on the stimulus object as 
a beneficial instrument to them; behavioral intention, which reflects their intention to 
use the object, and reward responsiveness, which reflects their responsiveness to the 
benefit of the object. Furthermore, imagined ownership might also contribute to the 
mere ownership effect (Peck & Shu, 2009) and the same applied for their perceived 
control over the stimulus object. 
These psychological variables could provide a detailed look to the 
participants’ attitude and expectancy to the stimulus and they were considered as 
potential mediators that may explain the effect of ownership on the participants’ 
Holistic thinking self-efficacy. The measuring instruments of the above-mentioned 
variables will be discussed in the following chapter. 
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CHAPTER IV: Method 
4.1 Participants 
Participants in this study are students from two universities, 93 students from 
Colorado College in the United States (M = 20.14, SD = 1.18) and 99 students from 
Lingnan University in Hong Kong (M = 19.47, SD = 1.59).  
Participants of the U.S. sample were recruited by posters placed around the 
university campus, announcements in online student digest and forums. At the 
completion of the study, each participant was paid $5 – 10 USD. Potential 
participants were screened for eligibility. Students were eligible to participate if they: 
(a) were 18 years of age or older; (b) lived in the U.S. for the past 15 years; and (c) 
can read and write fluently in English. Participants anonymously indicated whether 
they fulfill the criteria. Those with a history of using essential oil in the past 6 
months and allergic to essential oils were excluded. Of the 337 respondents, 160 
(47.5%) were eligible to participate. 
Participants of the HK sample were recruited from undergraduate 
introductory psychology course. Students were eligible to participate if they: (a) 
received primary and secondary education in Hong Kong; (b) were fluent in 
Cantonese; and (c) can read traditional Chinese characters. Potential participants with 
a history of using essential oil in the past 6 months and allergic to essential oils were 
excluded. Of the 116 respondents, 100 (86.2%) were eligible to participate. 
Students from both samples were invited to complete phase I of the study, 
which is an online survey. After completed the online survey, participants were 
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scheduled for phase II of the study, a 45 minutes’ experiment took place in the 
university research laboratory. Participants who completed the phase I questionnaire 
but failed to attend or finish the phase II laboratory session were excluded from the 
analysis. Of those eligible, 107 participants from the U.S. sample and 100 
participants from the HK sample completed both phases I and II of the study. In the 
analysis, only those indicated having a strong Chinese or Western cultural 
background were included, the Hong Kong sample were all native Chinese, and the 
United States sample excluded the Asian or Asian American students. As a result, the 
final sample of 192 participants was used for the statistical analysis, this included 93 
Westerners in the Western group and 99 Chinese in the Chinese group. Their 
demographics are summarized in Table 1. The experiment consisted of a 2 (motive: 
concordant vs. discordant) × 2 (ownership: mere ownership vs. without ownership) 
between-subjects design in two distinct cultural contexts (American vs. Hong Kong). 
Participants from both Hong Kong and the United States were randomly assigned to 
one of the four conditions mentioned above. 
4.2 Procedure 
All study procedures were reviewed and approved by the Institutional Review 
Board of Colorado College and Lingnan University. Both Chinese and English 
versions were available for both phases of the study. Chinese version materials were 
administered among Chinese participants and English version materials were 
administered among Western participants (see Appendix I and II) 
The study was divided into two phases. In phase I, participants completed an 
online survey measuring their personality variables including dispositional optimism, 
44 
 
spirituality, suggestibility, desire for control, independent and interdependent 
self-construal ratings. Upon completion, participants received a unique participant 
code through email and it was used for data matching with data in phase II. 
In phase II, participants were invited to a laboratory experiment took place in 
the university research laboratory. Up to 6 participants attended each laboratory 
session. Upon arrival, they were welcomed by an experimenter and seated inside 
individual cubicles. After completed informed consent procedures, participants were 
presented an article explaining the purpose of the study. Participants were told a 
cover story that the study aimed to examine how people’s personality and memory 
influence decision making involved in consumption. This is to avoid any demand 
effect that may affect the experiment’s results. They were not informed of the exact 
purpose of the study until they were debriefed after the completion of the study.  
Participants were instructed to complete manipulation tasks, which served the 
purpose to induce self-threat and to activate their motive to acquire a particular 
quality, either ‘holistic thinking’ or ‘assertiveness’. They were first asked to complete 
a memory task. In the present study, it explored if the occurrence of the new mere 
ownership effect is affected by the congruency of individuals’ motivation. Since all 
participants will be subsequently presented a bottle of “Holistic” essential oil, half of 
them thus possess an object that is concordant to their motive (Motive-concordance 
condition), while the remaining half possessed an object discordant to their motive 
(Motive-discordance condition ). 
In the Motive-concordance condition, participants’ task was to recall a 
personal experience that they lacked ‘holistic thinking’ and write down the details of 
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this experience and its consequence, whereas those in the Motive-discordance 
condition recall an experience that they lacked ‘assertiveness’. 
In the memory task, participants were given the following instruction: “Try to 
recall a personal experience in which you felt you lacked holistic thinking 
(assertiveness) and describe the consequences of lacking holistic thinking 
(assertiveness). Describe the particular event below”.  
Then, they were asked to construct a persuasive passage conveying the 
message that acquiring the above-mentioned quality, i.e., ‘holistic thinking’ or 
‘assertiveness’, is crucial to one’s life. Participants received the instruction: 
“Imagine you are an editor of a college magazine and that you are invited to write a 
short article on the topic: Holistic thinking (Assertiveness) is important for us. Try to 
compose a short passage to convey this important message to your readers”.  
Upon completion of the manipulation tasks, participants were asked to rate 
the extent to which they were motivated to enhance their holistic thinking ability, as a 
manipulation check. 
All participants were then proceeded to complete another memory task. They 
were presented with a promotion booklet introducing two essential oil products and 
were instructed to memorize its details. The booklet included the information of two 
essential oil products presented by a French fragrance company called la prôme. The 
two essential oil products were named ‘Holistic’ and ‘Assertive’, respectively having 
the therapeutic benefits to enhance users’ ability of holistic thinking or to empower 
users with self-assertiveness. The ingredients, benefits and usage were presented in 
the booklet. In addition, specific details were given on how the scents of essential 
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oils can bring aromatherapeutic benefits to users by stimulating olfactory receptors 
and activating regions in the brain’s limbic system. Participants were given time to 
study and memorize the details of the booklet.  
Meanwhile, two sample bottles of essential oils were placed on the 
participants’ desks, they are not allowed to open the cap of bottles but they can 
examine the bottles. Those sample bottles only contained flavorless olive oils. 
Afterward, participants were tested on their familiarity with the information in the 
booklet. They were required to complete a page of answer sheet with questions on 
the names and functions of the essential oils product. The memory test was 
conducted to serve as a manipulation check to make sure participants learn about the 
benefits of the essential oils that they were presented and at the same time masking 
the goal of the study to minimize demand effect.  
After the memory recall test, participants in the mere ownership condition 
were told that they will receive one of the samples as a gift, and a random draw will 
decide which sample they could receive. In fact, they all received the same sample of 
‘Holistic’ essential oil. They were asked to sign a receipt as an acknowledgment that 
they have received the sample, thus helped to establish their sense of ownership over 
the essential oil. Afterward, they completed a questionnaire measuring the main 
dependent variables. For the participants in the without ownership condition, they 
were given the questionnaires right after the recall test, without receiving any gift.  
In this questionnaire, participants were asked a series of questions regarding 
their mood, self-perceived efficacy and behavioral tendency of holistic thinking and 
assertiveness, and other psychological variables concerning essential oils. They were 
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also asked to report their beliefs and personal experiences of using essential oils.  
All the participants were debriefed and thanked at the end of the experiment. 
4.3 Measurement instruments of phase I 
 Dispositional optimism. Dispositional Optimism was measured using the 
Revised Life Orientation Test (LOT-R; Scheier, Carver & Bridges, 1994). This 
six-item scale was used to assess a person’s generalized expectancies for positive and 
negative outcomes in the future. The original LOT-R scale consists of 10 items, 
including 4 filler items which were excluded in the current study. Three of the six 
items were worded in a positive direction (e.g., “I am always optimistic about my 
future”), and three items were worded in a negative direction (e.g. “I rarely count on 
good things happening to me”). The Chinese Revised Life Orientation Test (CLOT-R) 
(Lai, Cheung, Lee, & Yu, 1998) was administered to Hong Kong subjects. 
Participants indicated their agreement on a 7-point scale (1 = strongly disagree, 7 = 
strongly agree). All negatively worded items were recoded, a higher mean score 
representing higher optimism. In this study, the scale demonstrated good reliability in 
both Western sample (Cronbach’s α=.82) and Chinese sample (Cronbach’s α=.83). 
 Spirituality. Spirituality was measured by a 21-item instrument that was derived 
and modified from four existing tools. This instrument was designed to assess the 
tendency for spiritual beliefs, experiences and practices. Three items were adapted 
from the Spirituality Questionnaire (SQ; Parsian & Dunning, 2009) (e.g., “I try to 
find opportunities to enhance spirituality”); eight items were adapted from the 
Spiritual Wellness Scale (Lin, 2007) (e.g., “I enjoy spiritual activities that could help 
me to achieve personal growth”); four items were adapted from Wheeler & Hyland 
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(2008)’s 14-item Spiritual Connection Questionnaire (SCQ-14), one was positively 
phrased (e.g., “I feel that I am always protected by an ultimate principle, force, or 
being”) and three were negatively phrased (e.g., “I have never had a spiritual 
experience that has changed my life”; two items were added by the researcher (e.g., 
“I will talk with others about issues concerning spiritual and alternative therapies”). 
Participants indicated their level of agreement on a 7-point scale (1 = strongly 
disagree, 7 = strongly agree). Another four items were adapted from the WHOQOL 
Spirituality, Religiousness and Personal Beliefs (SRPB) Field-Test Instrument 
(WHOQOL SRPB Group, 2012) (e.g., “What is the likelihood that practicing a 
spiritual ritual provides you with comfort/reassurance?” with answers ranging from 
1 (highly unlikely) to 7 (highly likely). The instrument was translated to Chinese prior 
to being administered to Chinese subjects. This scale displayed excellent reliability 
in both Western sample (Cronbach’s α=.96) and Chinese sample (Cronbach’s α=.90). 
Suggestibility. Suggestibility was assessed by the Short Suggestibility Scale 
developed by Kotov, Bellman and Watson (2004). This instrument was used to 
measure participant’s general tendency to accept messages. It consisted of 21 items 
(e.g., “I frequently change my opinion after discussing about it with others”). 
Participants rated each of the items on a 7-point scale ranging from 1 (strongly 
disagree) to 7 (strongly agree). The suggestibility scale was translated to Chinese 
prior to being administered to Hong Kong participants. This scale shows good 
internal consistency in both Western sample (Cronbach’s α=.86) and Chinese sample 
(Cronbach’s α=.85). 
Desire for control. The general desire to control over the events in one’s 
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environment was measured by the Desirability of Control (DC) Scale introduced by 
Burger and Cooper (1979). This scale was comprised of 20 items, three of them were 
excluded due to their inapplicability in the current sample. Among the remaining 17 
items, 12 were positively phrased (e.g., “I enjoy having control over my own 
destiny”), 5 were negatively phrased (e.g., “I would rather have someone else take 
over the leadership role when I’m involved in a group project”.) Participants 
indicated their extent of agreement on a 7-point scale, ranging from 1 (strongly 
disagree) to 7 (strongly agree). After reversing the scoring for the negatively phrased 
items, a total mean score was yielded with higher scores representing a higher desire 
for control. The items were translated into Chinese before administered to Hong 
Kong participants. The scale shows good reliability in both Western sample 
(Cronbach’s α=.84) and Chinese sample (Cronbach’s α=.78). 
Independent and Interdependent self-construals. The two dimensions of 
self-construal: independent self-construal (the view of the self that emphasizes 
separateness and uniqueness of individuals), and interdependent self-construal (the 
view of the self that emphasizes social connectedness and relationships) (Markus & 
Kitayama, 1991) were assessed by a 39-item scale. This instrument was derived and 
modified from two existing scales. Thirty-one items were adapted from the 
Self-construal scale (SCS; Singelis, 1994) (e.g., “My personal identity, independent 
of others, is very important to me”). Eight items were adapted from the Harmony 
seeking and rejection avoidance scales developed by Hashimoto and Yamagishi 
(2013), which specifically measures these two distinct facets of interdependence - 
harmony seeking and rejection avoidance (e.g., harmony seeking: “I feel good when I 
cooperate with others”; rejection avoidance: “I ﬁnd myself being concerned about 
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what other people think of me”). The scale was translated to Chinese prior to being 
administered to Hong Kong Chinese participants. Participants rated how well each of 
the 39 items described themselves on a 7-point Likert scale (options ranged from 1 = 
strongly disagree to 7 = strongly agree). The mean scores of the independent 
self-construal items and interdependent self-construal items were computed 
respectively. The independent self-construal scale shows good internal consistency in 
both Western sample (Cronbach’s α=.71) and Chinese sample (Cronbach’s α=.74) 
and interdependent self-construal scale also show good reliability in both Western 
sample (Cronbach’s α=.75) and Chinese sample (Cronbach’s α=.90). For the 
subscale of harmony seeking, it shows a Cronbach’s α of .55 in the Western sample 
and .79 in the Chinese sample. And the subscale of rejection avoidance shows 
acceptable reliability in both Western sample (Cronbach’s α=.69) and Chinese 
sample (Cronbach’s α=.76). 
Self-perception in holistic thinking ability and assertiveness. Participants 
indicated how they perceived themselves as a holistic thinker and assertive person on 
a 7-point scale (from 1 = strongly disagree to 7 = strongly agree) to the statements “I 
am a holistic thinker” and “I am an assertive person”. The same items were 
measured in phase II. 
Demographic variables. Demographic information of participants was 
collected, including information on gender, age, nationality, race and education level.  
4.4 Measurement instruments of phase II 
 Current motivation to enhance holistic thinking and self-assertiveness. As a 
manipulation check, the immediate motivation to enhance holistic thinking and 
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self-assertiveness were assessed by a 18-item scale, after participants finished the 
first memory test on their personal experience. Five items measured motive to 
enhance holistic thinking (e.g., “I need to improve my holistic thinking”). The other 5 
items measured motive to enhance assertiveness (e.g., “I will find ways to enhance 
my assertiveness”). Eight items were filler items. Participants were asked to indicate 
their extent of agreement on each item (from 1 = strongly disagree to 7 = strongly 
agree). Both scales show good reliability: motive to enhance holistic thinking in both 
Western sample (Cronbach’s α=.86) and Chinese sample (Cronbach’s α=.70); and 
motive to enhance assertiveness in both Western sample (Cronbach’s α=.80) and 
Chinese sample (Cronbach’s α=.76). 
 Affect. Individual’s current state of mood, was measured by the 20-item 
Positive and Negative Affect Schedule (PANAS) (Watson, Clark & Tellegen, 1988). 
It comprises two mood scales, 10 items measured positive affect and 10 measured 
negative affect. Participants were asked to indicate the extent to which they felt this 
way in the present moment on a 5-point scale (from 1 = not at all to 5 = extremely). 
The positive affect scale shows good reliability in both Western sample (Cronbach’s 
α=.89) and Chinese sample (Cronbach’s α=.83) and the negative affect scale also 
show good internal consistency in both Western sample (Cronbach’s α=.71) and 
Chinese sample (Cronbach’s α=.88). 
 The following scales are the main dependent variables. Their presentation order 
was counterbalanced across participants to control for any potential order effects. 
Half of the participants completed the self-perceived efficacy measures prior to the 
behavioral measures, and vice versa for another half of the participants. 
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Holistic thinking self-efficacy. Holistic thinking, the ability to understand the 
interconnectedness of various elements in a larger system was measured explicitly by 
a 14-item self-report scale. The scale was adapted from the Analysis-Holism Scale 
(AHS) developed by Choi, Koo and Choi (2007), in which two domains were 
selected from the original four domains: locus of attention (parts vs. whole) and 
causality (dispositional vs. interactional). Adaptations in wordings were made in 
these two domains to measure participants’ self-efficacy in holistic thinking ability. 
Eleven items were positively phrased (e.g., “I am able to appreciate how the whole is 
greater than the sum of its parts”) and 3 were negatively phrased (e.g., “It is difficult 
for me to perceive the relationships among events”). Participants indicated the extent 
of agreement to the items on a 7-point Likert scale (from 1 = strongly disagree to 7 = 
strongly agree). This scale shows good internal consistency in both Western sample 
(Cronbach’s α=.78) and Chinese sample (Cronbach’s α=.75). 
Assertiveness self-efficacy. Assertiveness, the expression of one’s feelings, 
needs, or opinions in a non-threatening manner was measured explicitly by 12-item 
self-report scale. 9 items are positively phrased (e.g., “I am able to express my honest 
feelings and opinions comfortably”) and 3 are negatively phrased (e.g., “It is difficult 
for me to criticize other people’s opinions”). Participants indicated their extent of 
agreement on a 7-point scale, ranging from 1 (strongly disagree) to 7 (strongly 
agree). This scale displayed good reliability in both Western sample (Cronbach’s 
α=.91) and Chinese sample (Cronbach’s α=.85). 
The above items were presented to participants randomized with the items of 
self-perceived efficacy on holistic thinking scale, and mixed with 7 filler items.  
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Behavioral measure of holistic thinking tendency. Participants’ holistic 
tendency in causal reasoning was measured by a scenario task developed by Choi, 
Dalal, Kim-Prieto and Park (2003). Participants were instructed to imagine they are 
police officers who are investigating a murder case. A list of clues that might be 
relevant or irrelevant to the case was shown and they had to judge the relevance of 
each clue. Participants considering a greater amount of information indicated a 
stronger holistic tendency. Then, they were asked to decide their final attributions for 
the murder incident by four items (e.g., “All things considered, why do you think this 
incident happened? The incident occurred because of the student/the professor/the 
relationship between the student and the professor/the circumstances”). Participants 
reported their agreement on each statement on a 7-point scale, from 1 (strongly 
disagree) to 7 (strongly agree). Participants’ agreement on the first item (i.e. “The 
incident occurred because of the student”) revealed their internal attributions, and 
their average agreement with the other three items revealed their external 
attributions. 
Behavioral measure of assertive tendency. Assertive behavior was measured 
by a situational-based assertiveness measurement. It is adapted from the AAA-S 
(Adaptive and Aggressive Assertiveness Scales; Thompson & Berenbaum, 2011). 
The current measure was comprised of 10 scenarios, each depicts an everyday 
situation in which one might assert oneself. An assertive response were listed 
following each scenario, participants indicated the extent that they might react to the 
scenario in the given way (options ranged from 1 = never to 7 = always). An 
example is “When someone close to me unjustly criticizes my behavior, I…” The 
assertiveness reaction is “would openly discuss the criticism with the person”. A 
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higher mean score represents a higher level of assertiveness. It was shown to have 
good internal consistency in both Western sample (Cronbach’s α=.76) and Chinese 
sample (Cronbach’s α=.74). 
The following constructs measuring participants’ psychological states were 
conducted after the above measures. Their presentation order was randomized. 
Anticipated benefit. Anticipated benefit of using the essential oils was 
measured by a 13-item scale. Four items measured the anticipated benefit on 
enhancing holistic thinking (e.g., “I foresee that using essential oils can help me to 
be a holistic thinker”), 4 on enhancing assertiveness (e.g., “I expect essential oils can 
enhance my decisiveness”) and the remaining 5 items measured general benefit on 
using the products (e.g., “I believe that essential oils are good for me”). Participants 
indicated the extent of agreement on a 7-point scale (from 1 = strongly disagree to 7 
= strongly agree). It was shown to have good reliability, the Cronbach’s α values for 
each of the subscales were the following: Holistic thinking (α=.91 in the Western 
sample; α=.88 in the Chinese sample); Assertiveness (α=.94 in the Western sample; 
α=.88 in the Chinese sample); General (α=.81 in the Western sample; α=.80 in the 
Chinese sample). 
Intention to use the essential oil. Intention to use the essential oils was 
assessed by a 4-item scale. An example item is “I expect that I will use essential oils 
in the future”. Participants indicated the extent of agreement on each item (from 1 = 
strongly disagree to 7 = strongly agree). The scale has good internal consistency in 
both Western sample (Cronbach’s α=.92) and Chinese sample (Cronbach’s α=.89). 
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Feeling of empowerment. Participants’ feeling of empowerment was 
measured by an 8-item scale. Four items measured feeling of empowerment to 
enhance holistic thinking (e.g., “I feel empowered to enhance my holistic thinking”), 
4 measured assertiveness (e.g., “I have means to help me to become an assertive 
person”). Each subscale consists of 2 positively phrased items and 2 negatively 
phrased items. Participants reported their agreement on each statement on a 7-point 
scale, from 1 (strongly disagree) to 7 (strongly agree). The two subscales show 
acceptable reliability: Holistic thinking (α=.65 in the Western sample; α=.67 in the 
Chinese sample); Assertiveness (α=.65 in the Western sample; α=.70 in the Chinese 
sample). 
Imagined consumption. Imagined consumption of essential oils was 
measured by a 5-item scale, 3 were positively scored (e.g. “I can imagine how and 
when I will use essential oils in the future”) and 2 was negatively scored (“It is hard 
to imagine how I would use essential oils”). Participants indicated the extent of 
agreement with each item (from 1 = strongly disagree to 7 = strongly agree). The 
scale shows acceptable internal consistency in both Western sample (Cronbach’s 
α=.77) and Chinese sample (Cronbach’s α=.69).  
Perceived control. Participants’ subjective perceived control over holistic 
thinking, assertiveness and usage of the essential oils were measured by a 20-item 
scale. Seven of them measured perceived control over holistic thinking (e.g., “With 
enough effort, I can think and act holistically”), 7 measured assertiveness (e.g., “If 
needed, I can enhance my assertiveness”) and 6 measured control over essential oils 
(e.g., “I find essential oils easy to use”). Participants reported their agreement on 
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each statement on a 7-point scale, from 1 (strongly disagree) to 7 (strongly agree). 
All three subscales show acceptable internal consistency: Holistic thinking (α=.68 in 
the Western sample; α=.72 in the Chinese sample); Assertiveness (α=.69 in the 
Western sample; α=.68 in the Chinese sample); Essential oils (α=.75 in the Western 
sample; α=.72 in the Chinese sample) 
Reward responsiveness. The responsiveness to the benefit of essential oils 
was assessed by a 4-item scale, 2 items measuring responses regarding holistic 
thinking (e.g., “I feel excited when I know that I can enhance my holistic thinking”) 
and 2 items measuring responses regarding assertiveness (e.g., “I feel excited when I 
know that I can enhance my assertiveness”). Participants indicated the extent of 
agreement with each item on a 7-point scale (from 1 = strongly disagree to 7 = 
strongly agree).  
Prior experience in using essential oils. Participants indicated their 
frequency in using essential oil on a 7-point scale (from 1 = never to 7 = very often) 
to the question “How frequently do you use essential oils?” and their frequency in 
participating in activities related to essential oil (e.g., “How often do you read 
information related to essential oils?”). It was shown to have good internal 
consistency in both Western sample (Cronbach’s α=.73) and Chinese sample 
(Cronbach’s α=.84). 
Attitude towards essential oils. Participants indicated their attitude to 
essential oils on a 7-point scale (from 1 = not at all to 7 = very much) to the question 
“Do you like essential oils?”. 
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Belief in the effectiveness of essential oils. Participants indicated their belief 
in the effectiveness of essential oils on a 7-point scale (from 1 = not at all to 7 = very 
much) to the questions “Do you believe that essential oils can enhance your 
assertiveness?” and “Do you believe that essential oils can enhance your holistic 
thinking?”. 
Importance of acquiring holistic thinking/ assertiveness. Participants 
indicated the extent they think holistic thinking/ assertiveness is important to them on 
a 7-point scale (from 1 = not important to 7 = very important) to the questions “How 
important is being a holistic thinker (assertive) to you?” 
  
58 
 
CHAPTER V: Results 
5.1 Overview of analyses 
Various statistical tests were conducted to answer the research questions. 
Independent-samples t-tests were run to compare general cultural differences in 
self-enhancing bias between cultural groups. Analysis of variance (ANOVA) was 
also conducted to examine experimental groups’ differences on the dependent 
variables. With 95% of confidence level, p-value that is less than .05 indicates a 
statistically significant result. As outlined in the method section, the order of the 
main dependent variables measures was counterbalanced across each of the 
experimental conditions, analyses revealed no impact on the task outcomes. Pre-test 
on participants’ self-perception as a holistic thinker (“I am a holistic thinker.”) before 
the experiment showed no difference among the experimental conditions. 
Participants also have equal belief in the effectiveness of essential oils (ownership 
condition: M=3.09, SD=1.29; without-ownership condition: M=3.04, SD=1.39; 
t(190)=.25, p=.80), similar frequency in using essential oils (ownership condition: 
M=1.77, SD=1.25; without-ownership condition: M=1.59, SD=.99; t(190)=1.11, 
p=.27) and rating in the importance of holistic thinking (ownership condition: 
M=5.65, SD=1.08; without-ownership condition: M=5.57, SD=1.01; t(190)=.52, 
p=.60). 
The demographic characteristics of participants are presented in Table 5.1, 
including their age, gender and ethnicity. A summary of the allocation of participants 
in experimental groups is shown in Table 5.2. 
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Manipulation Check 
In addition, analyses were performed to determine if the motive manipulation 
is successful. As expected, results showed that participants in holistic thinking 
motivation condition indicated their motive in enhancing holistic thinking ability 
(M=5.59, SD=.69) were significantly higher than the motive of enhancing 
assertiveness (M=5.21, SD=.82), t(98)=3.93, p <.001. It implied that the experimental 
manipulation of personal self-enhancing motive is successful.  
 
Table 5.1 
Description of Participants Characteristics 
Variable Group 
Western group 
(n=93) 
Chinese group 
(n=99) 
  M (SD) 
Age  20.14 (1.18) 19.47 (1.59) 
    
  Number (%) 
Gender Female 65 (69.9%) 65 (65.7%) 
 Male 26 (28.0%) 34 (34.3%) 
 Nonbinary 1 (1.1%) 0  
    
    
Ethnicity Black or African American 5 (5.4%) 0 
 White 70 (75.3%) 0 
 Asian 0 99 (100%) 
 Hispanic American or 
Latino 
10 (10.8%) 0 
 Biracial 8 (8.6%) 0 
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Table 5.2 
Summary of the allocation of participants in each experimental group 
  Ownership status 
  Mere ownership Without ownership 
Western group 
(n=93) motive concordant group 26 (28%) 22 (23.7%) 
 motive discordant group 22 (23.7%) 23 (24.7%) 
Chinese group 
(n=99) motive concordant group 25 (25.3%) 26 (26.3%) 
 motive discordant group 25 (25.3%) 23 (23.2%) 
 
5.2 Main and interactive effects (Hypotheses 1 - 3) 
Analyses were performed to test for the effects of the experimental 
manipulation of mere possession, motive, and cultural value congruency on the 
outcome variables: Holistic thinking self-efficacy and holistic behavioral tendency.  
Holistic thinking self-efficacy 
First, a three-way between-subjects analysis of variance (ANOVA) was 
performed to determine the effects of ownership (mere ownership vs. 
without-ownership), motive concordance (holistic thinking vs. assertiveness) and 
culture (Westerner vs. Chinese) on participants’ perceived Holistic thinking 
self-efficacy. There was homogeneity of variances for all group combinations of 
ownership, motive and culture, as assessed by Levene's test for equality of variances, 
p = .521. The descriptive statistics of participants’ ratings on their Holistic thinking 
self-efficacy among different conditions is shown in Table 5.3. 
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Table 5.3 
Scores on Holistic thinking self efficacy 
 Western group (n=93) Chinese group (n=99) 
Conditions n  M SD n  M SD 
Mere ownership condition       
motive concordant group 26 4.83 0.55 25 4.90 0.48 
motive discordant group 22 4.90 0.59 25 4.67 0.50 
Without ownership group       
motive concordant group 22 5.11 0.55 26 4.52 0.49 
motive discordant group 23 5.16 0.48 23 4.78 0.31 
 
Results showed that there was no statistically significant three-way 
interaction between the three factors: F(1, 184) = 3.26, p = .07, ηp2 = .02. Following 
this result, all main effects and combinations of two-way interactions between 
ownership status, culture and motive were tested. It was revealed there is no main 
effect of ownership, F(1,184)=.90, p=.35, 𝜂𝑝
2 = .005, and motive concordance, 
F(1,184)=.23, p=.64, 𝜂𝑝
2 =.001. As predicted, there was a main effect of culture, 
F(1,184)=15.38, p< .001, 𝜂𝑝
2 =.08, in which the Western group generally gave 
themselves higher ratings than the Chinese group. It proved the general 
self-enhancing tendency displayed by Westerner, further implications will be 
discussed in later part of the analysis. For interacting effects, the only significant 
interaction was found between ownership status and culture, F(1,184)=8.03, p=.005, 
𝜂𝑝
2 =.04. In the without ownership condition, Westerners, as suggested by past 
literature (Falk, Heine, Yuki & Takemura, 2009; Heine & Hamamura, 2007), tended 
to self-enhance by reporting a higher holistic thinking self efficacy rating (M = 5.14, 
SD =.51), compared to the Chinese participants (M=4.64, SD=.43), t(92) = 5.11, 
p<.01, d=1.05. However, once the Chinese participants merely owned a Holistic 
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essential oil which is congruent to their cultural values, the mere ownership helped 
them to enhance their holistic thinking efficacy (M = 4.78, SD =.50) to the same level 
as their western counterparts (M = 4.86, SD =.56), t(96) = .71, p=.48, d= .14.  
Hypotheses 1a proposed that participants in the Holistic thinking motive 
condition will report higher holistic thinking efficacy when merely owned a Holistic 
essential oil. Nonetheless, the result did not show a main effect of motive 
concordance in participants’ holistic thinking efficacy. Hence, there was no support 
for Hypotheses 1a. 
Holistic behavioral tendency 
Another dependent variable which measure participants’ behavioral holistic 
thinking tendency, was subjected to a three-way between-subjects analysis of 
variance (ANOVA) also. However, no statistically significant interaction between the 
three factors (ownership, motive concordance and culture) were found, F(1, 184) 
=.001, p = .975, 𝜂𝑝
2 <.01. The main effects and combinations of the two-way 
interactions between ownership status, culture and motive were also tested, there 
were no effect on the participants’ behavioral holistic thinking tendency. Thus, there 
was no support for Hypotheses 1b and 2b, which proposed that participants in the 
Holistic thinking motive condition (Hypotheses 1b) and Chinese participants 
(Hypotheses 2b) would report stronger behavioral holistic thinking tendency when 
merely owned a Holistic essential oil. 
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The Role of cultural-value congruency 
As indicated above, a significant two-way interaction effect of ownership status 
and culture on participants’ Holistic thinking self-efficacy was revealed, 
F(1,184)=8.03, p=.005, 𝜼𝒑
𝟐 =.04. Further analysis indicated that the interaction 
effect only existed in the motive concordant condition (Holistic thinking motivation), 
F(1,95)=10.36, p=.002, 𝜼𝒑
𝟐 = .10, but not in the motive discordant condition 
(assertiveness motivation), F(1,89)=.56, p=.46, 𝜼𝒑
𝟐 =.01, see Table 5.4 and Figure 
5.1. 
Table 5.4 
Ownership status × Cultural group Analysis of Variance for Holistic thinking self- 
efficacy in the motive discordant and motive concordant conditions. 
 
 Df F η2 p 
Source 
Motive concordant condition - Holistic motive 
(n=99) 
Ownership status 3 .24 .003 .624 
Cultural group 1 6.33 .062 .014* 
Cultural group × 
Ownership (interaction) 
1 10.36 .098 .002** 
Error (within groups) 89    
 
Motive discordant condition - Assertiveness motive 
(n=93) 
Ownership status 3 3.56 .038 .063 
Cultural group 1 9.33 .095 .003** 
Cultural group × 
Ownership (interaction) 
1 .56 .006 .458 
Error (within groups) 95    
Note: *p < .05; **p < .01; ***p < .001 
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Figure 5.1 Interaction of ownership status and culture on participants’ Holistic 
thinking self-efficacy in the motive discordant and motive concordant conditions. 
 
In the motive concordant condition in which participants were manipulated to 
have a motive to enhance holistic thinking ability, the Chinese participants who 
merely owned the holistic oil reported significantly greater holistic self-efficacy (M = 
4.90, SD =.48) than those who did not own the oil (M = 4.52, SD =.49), t(49) = -2.86, 
p=.006, d=.80 (see Figure 5.2). For the participants with a motive to enhance 
assertiveness, no significant difference was found when they merely own (M = 4.67, 
SD =.50) or did not own the essential oil (M = 4.78, SD =.31), t(46) = .94, p >.05, 
d=.26 
In addition, this ownership effect did not happen among the Western 
participants, there was no significant difference found in their Holistic thinking 
self-efficacy when they merely own (M = 4.83, SD =.55) or did not own the essential 
oil (M = 5.11, SD =.55), t(46) = 1.78, p >.05, d=.52., even when they were in the 
motive concordant condition. The same pattern was found in the motive discordant 
condition, there was no significant difference found in their Holistic thinking 
self-efficacy when they merely own (M = 4.90, SD =.59) or did not own the essential 
oil (M = 5.16, SD =.48), t(43) = 1.64, p >.05, d=.48. 
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In Hypothesis 2a, it is expected that Chinese participants will report greater 
increase in holistic thinking efficacy when merely owned a Holistic essential oil, 
when compared to Western participants. The present findings support Hypothesis 2a. 
 
Figure 5.2 Holistic thinking self-perceived efficacy ratings as a function of motive in 
the two cultural groups. Asterisks (*) indicate significant differences at p< .05. 
The analyses in the previous section identified different response patterns to 
the ownership effect in the two cultural groups. Separate analyses were conducted for 
the two cultural groups in order to test Hypothesis 3. It was shown that the two 
cultural groups do not differ in their ratings in the importance of holistic thinking 
ability (MWestern=5.54, SD=1.09; MChinese= 5.69, SD=1.0, t(190) = -.99, p =.32, d 
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=.14.) It was found that the Western group generally reported higher motive in 
enhancing holistic thinking than the Chinese group, (MWestern=5.71, SD=.77; MChinese= 
5.34, SD=.65, t(190) = 3.65, p <.01, d =.52. Nevertheless, results from the linear 
regression analysis revealed that the Holistic thinking motive variable itself was not a 
significant predictor of participants’ Holistic thinking self-efficacy in both the 
Western group, B=.18, t(91)=1.77, p=.08 and in the Chinese group, B=.15, 
t(97)=1.47, p=.14. 
In the Chinese sample, the main effect of ownership status was not significant, 
F (1,95) = 2.23, p = .14, 𝜂𝑝
2 = .02. The main effect of motive concordance was also 
not significant, F (1,95) = .02, p = .89, 𝜂𝑝
2 <.01. However, there was a statistically 
significant simple two-way interaction of ownership status and motive, F(1, 95) = 
7.52, p = .007, 𝜂𝑝
2 =.07, which support Hypothesis 3. A self- enhancing effect was 
found only when motive concordant group merely owned the holistic oil (M = 4.90, 
SD =.48), but not in the motive discordant group (M = 4.67, SD =.50). 
The same analysis was conducted in the Western sample, no interaction effect 
of ownership status and motive was found, F(1, 89) = .009, p = .92, 𝜂𝑝
2 <.01, 
indicating that motive concordance did not influence the effect of mere ownership in 
the Western sample. In the present analysis, it seemed that the factor of motive 
concordance only applied to the Chinese sample in predicting participants’ holistic 
thinking efficacy.  
Cultural difference in self-enhancing tendency  
As mentioned, among the main effects of the three focal independent 
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variables (ownership status, culture and motive) on participants’ perceived Holistic 
thinking self-efficacy. The only significant main effect was found in culture. In 
general, the Western group reported having higher self-efficacy than the Chinese 
group, regardless of experimental conditions. Moreover, the analysis also showed 
that the two cultural groups respond differently to the mere ownership effect. 
Table 5.4 shows the summary descriptive statistics of the dependent variables 
reported by the two cultural groups. Independent samples t-tests were conducted to 
measure cultural differences in their self-efficacy ratings. Western participants clearly 
exhibited a self-enhancing tendency, when compared to Chinese participants. 
Analyses revealed that they generally reported significantly higher holistic thinking 
self-efficacy (M = 4.99, SD = .55) than Chinese participants (M = 4.71, SD = .47), 
t(190) = 3.80, p < .001, d=.55. The same tendency was found in their assertiveness 
self-efficacy also (M = 4.80, SD = .99), compared to Chinese group (M = 4.07, SD 
= .83), t(190)=5.59, p < .001, d=.80. These results are in line with past research on 
the cultural difference in self-enhancement tendency (Falk et. al., 2009; Heine & 
Lehman, 1999) which suggested that Westerners display a stronger tendency to see 
themselves as better than other people.  
 
  
6
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Table 5.4 
Internal Consistency Reliabilities, Means, Standard Deviations of Variables in Two Cultural Groups 
Measures 
No. of 
items 
Group   
Western sample (n=93) Chinese sample (n=99)   
α M SD α M SD t df 
Holistic thinking self-efficacy 14 .78 4.99 .55 .75 4.71 .47 3.80*** 190 
Assertiveness self-efficacy 12 .91 4.80 .99 .85 4.07 .83 5.59*** 190 
Empowerment (holistic 
thinking) 4 .65 5.50 .75 .67 4.76 .68 6.50*** 190 
Empowerment (assertiveness) 4 .65 5.41 .97 .70 4.82 .62 4.40*** 190 
Perceived control of holistic 
thinking 7 .68 5.24 .69 .72 4.84 .60 4.23*** 190 
Perceived control of 
assertiveness 7 .69 5.22 .74 .68 4.80 .65 4.24*** 190 
Perceived control of essential 
oils 6 .75 5.50 .88 .72 5.06 .86 3.54** 190 
Note: *p < .05; **p < .01; ***p < .001 
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Further analysis was conducted to compare the effect of mere ownership on 
participants’ self-enhancing tendency between the two cultural groups. Specifically, 
it aimed to assess if Chinese self-enhancing tendency would be affected upon mere 
ownership of a motive concordant essential oil. As predicted, results showed that 
Chinese participants also displayed a self-enhancing tendency, i.e. higher rating on 
self-perceived Holistic thinking efficacy when they have mere ownership of a motive 
concordant essential oil, see Figure 5.3. In other words, when merely owned an 
object that can served as a reason for the Chinese participants to self-enhance, they 
also displayed the same self-enhancing tendency as the Western sample. 
 
Figure 5.3 Comparisons of Self-enhancement tendency in the whole sample and 
within the ownership – motive concordant condition. Asterisks (*) indicate 
significant differences at p< .05. 
 
Assertive self-efficacy and assertive behavioral tendency 
In addition, participants’ ratings on their self-perceived efficacy in 
assertiveness was submitted to a three-way 2 (culture: Westerner vs. Chinese) × 2 
(ownership status: mere ownership vs. without-ownership) × 2 (motive: holistic 
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thinking vs. assertiveness) between-subjects analysis of variance (ANOVA). The 
mean score of participants’ ratings on their self-perceived efficacy in assertiveness 
was shown in Table 5.6. Since the present study used a “Holistic” essential oil as the 
stimulus, it was not applicable for the participants in Assertiveness motive condition 
to satisfy their self-enhancing needs. 
It is anticipated that they would not report higher self-efficacy in 
assertiveness as its functions was discordant with their motive. Results showed that 
there was no statistically significant three-way interaction between the three factors: 
F(1, 184) = .133, p = .715, 𝜂𝑝
2 = .001. No further interaction effect was found. 
Concerning the behavioral measure of assertive tendency, participants’ ratings 
were submitted to a between-subject ANOVA test. The mean score was shown in 
Table 5.6. As expected, no statistically significant interaction can be found, F(1, 184) 
= .006, p = .937, 𝜂𝑝
2 < .001. No further interaction effect was found. 
Table 5.6 
Scores on dependent variables measuring assertiveness 
Cultural 
group 
Means (SD) 
Holistic x 
Ownership 
Assertiveness 
x Ownership 
Holistic x 
without-ownership 
Assertiveness x 
without-ownership 
Self-perceived efficacy on assertiveness 
Westerner 5.01 (.95) 4.86 (.97) 4.76 (.99) 4.55 (1.04) 
Chinese 4.34 (.87) 4.01 (.83) 4.06 (.90) 3.85 (.67) 
 Assertiveness tendency in scenario task 
Westerner 4.50 (.81) 4.31 (.85) 4.39 (.76) 4.47 (.77) 
Chinese 4.20 (.84) 3.96 (.75) 4.01 (.95) 4.08 (.70) 
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5.3 The role of personality traits and psychological variables (Hypotheses 4 & 5) 
The previous analyses indicated an interaction effect of mere ownership and 
cultural value congruency, as such the new mere ownership effect was only found in 
the Chinese sample in the present study, but not in the Western sample. Further 
analyses were conducted to explore the presence of potential moderators on the 
observed effect. A subset of Chinese sample in the motive concordance condition 
was included in the analysis. Hypotheses 4 and 5 stated that participants high in 
Dispositional optimism and Desire for control (DFC) are expected to report higher 
holistic thinking efficacy when possessing a motive-concordant object. As 
Dispositional optimism and DFC are continuously measured construct, they were 
split at the median in order to create a low and a high group respectively. 
The main effect of Dispositional optimism and its interacting effect with 
ownership status on participants’ Holistic thinking self-efficacy were tested. Results 
indicated that no main effect of Dispositional optimism was found, F(1,47)=.07, 
p=.80, 𝜂𝑝
2 =.001, no significant difference was found between participants high in 
Dispositional optimism (M=4.69, SD=.54) and those low in Dispositional optimism 
(M=4.73, SD=.50). There were no two-way interactions of Dispositional optimism 
and mere ownership also, F(1,47)=.32, p=.58, 𝜂𝑝
2 =.007, and as such the data did not 
support Hypothesis 4. 
The main effect of Desire for control (DFC) and its interacting effect with 
ownership status on participants’ Holistic thinking self-efficacy were tested. A main 
effect of DFC was found F(1,47)=4.63, p=.037, 𝜂𝑝
2 =.09. significant difference was 
found between participants high in DFC (M=4.86, SD=.50) and those low in DFC 
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(M=4.54, SD=.49). However, There were no two-way interactions of DFC and mere 
ownership, F(1,47)=.05, p=.83, 𝜂𝑝
2 =.001, and as such there was no support for 
Hypothesis 5. 
Further analyses were conducted to find potential mediator on the observed 
effect. Independent-samples t-tests were run among the subset to examine the effect 
of mere ownership on a number of psychological variables. Results were shown in 
Table 5.7. Correlation test were also conducted to examine the relationship between 
the dispositional, psychological variables and the focal dependent variables (see 
Table 5.8 & 5.9).  
In line with past study (Beggan, 1992), the observed effect cannot be 
explained by mood elevation. No significant difference was found between mere 
ownership condition and without ownership condition in their positive affect, t(49) 
= .62, p =.54 and negative affect, t(49) = -1.44, p =.16. It implied that participants’ 
self-reported mood state did not differ as a function of the ownership condition in 
which they were placed. 
According to the results of correlational tests shown in Table 5.8 and Table 
5.9, there were significant correlations between the main dependent variable, self 
-perceived efficacy on holistic thinking with a few variables, including feeling of 
holistic empowerment and perceived control in holistic thinking. To examine their 
potential mediating role on the relationship between ownership status and Holistic 
thinking self-efficacy, independent-samples t-tests were run. However, no significant 
differences were found between the mere ownership and without ownership group in 
their ratings in feeling of holistic empowerment (ownership condition: M=4.90, 
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SD=.61; without-ownership condition: M=4.76, SD=.88; t(49)=.66, p=.52) and 
perceived control in holistic thinking (ownership condition: M=4.89, SD=.50; 
without-ownership condition: M=4.82, SD=.79; t(49)=.33, p=.74). Since change in 
the level of ownership status did not account for variation of these two variables, 
they did not seem to play any mediating role in the observed effect.  
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Table 5.7 
Means, Standard Deviations of Dispositional traits and Dependent Variables among Chinese participants in the motive concordant 
condition 
Measures 
Group   
Ownership condition (n=25) Without ownership condition (n=26)   
M SD M SD t df 
Dispositional traits       
Dispositional Optimism 4.19 .87 3.94 1.18 .86 49 
Spirituality 3.74 .90 3.89 .80 -.62 49 
Suggestibility 4.36 .93 4.22 .60 .65 49 
Desire for control 4.68 .74 4.55 .52 .73 49 
Independent self -construal 4.60 .65 4.50 .57 .61 49 
Interdependent self -construal 4.81 .93 4.91 .62 -.44 49 
Harmony seeking 5.01 .94 4.97 .62 .20 49 
Rejection avoidance 4.95 1.12 4.85 1.18 .31 49 
Dependent Variables       
Positive affect 2.11 .52 2.01 .63 .62 49 
Negative affect 1.29 .39 1.48 .55 -1.44 49 
Holistic thinking self-efficacy 4.90 4.48 4.52 .49 2.86** 49 
Assertiveness self-efficacy 4.34 .87 4.06 .90 1.12 49 
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Behavioral measure of assertive 
tendency 
4.20 .84 4.01 .95 .77 49 
Anticipated benefit (holistic 
thinking) 
3.48 1.19 3.38 1.19 .29 49 
Anticipated benefit (assertiveness) 3.49 1.11 3.00 1.25 1.49 49 
Anticipated benefit (general) 3.76 1.22 3.31 1.30 1.28 49 
Intention to use 3.31 1.34 2.73 1.23 1.61 49 
Feeling of empowerment - holistic 4.90 .61 4.75 .88 .66 49 
Feeling of empowerment 
-assertiveness 
4.98 .79 4.77 .87 .90 49 
Imagined consumption 4.50 .99 4.06 1.03 1.54 49 
Perceived control of holistic 
thinking 
4.89 .50 4.82 .79 .33 
49 
Perceived control of assertiveness 4.85 .60 4.71 .68 .76 49 
Perceived control of essential oils 5.06 .91 5.00 .81 .25 49 
Note: *p < .05; **p < .01; ***p < .001 
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Table 5.8 
Correlation matrix: DV and Personality traits (n=51)  
Variables 1 2 3 4 5 6 7 8 9 10 
1. Holistic thinking self-efficacy -- 
       
  
2. Assertiveness self-efficacy .406* -- 
      
  
3. Holistic behavioral tendency  .306* .102 -- 
     
  
4. Assertive behavioral tendency .033 .376** .030 --       
5. Dispositional Optimism .135 .034 -.031 .038 --      
6. Spirituality -.094 -.171 .141 .012 .177 --     
7. Suggestibility -.055 -.214 .082 .044 -.067 .117 --    
8. Desire for control .372** .320* -.017 -.046 .373** -.047 -.281* --   
9. Independent self-construal .211 .106 .183 .125 .197 .145 .256 .397** --  
10. Interdependent self-construal .005 -.292* .188 -.108 -.065 .085 .732** -.081 .503** -- 
Note: * p < .05 (2-tailed). ** p < .01 (2-tailed). 
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Table 5.9 
Correlation matrix: DV and Psychological variables (n=51) 
Variables 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 
1.  Holistic thinking self-efficacy --               
2. Assertiveness self-efficacy .406* --              
3. Holistic behavioral tendency  .306* .102 --             
4. Assertive behavioral tendency .033 .376** .030 --            
5. Anticipated Benefit - holistic .063 -.024 .038 .196 --           
6. Anticipated Benefit - assertive .113 -.066 .176 .216 .809** --          
7. Anticipated Benefit - general .027 -.029 .034 .152 .874** .766** --         
8. Intention to use the essential oil .011 -.035 -.033 .136 .795** .765** .848** --        
9. Feeling of empowerment - holistic .412** .435** .211 -.141 .091 -.009 .034 .033 --       
10. Feeling of empowerment - assertive .261 .572** .185 -.028 .029 .012 .012 .105 .748** --      
11. Imagined consumption of oil .150 -.031 .301* .034 .466** .498** .454** .393** .124 -.120 --     
12. Perceived control - holistic .374** .491** .183 .039 .137 .036 .132 .084 .613** .506** .077 --    
13. Perceived control - assertive .484** .557** .341* .089 .090 .129 .067 .096 .642** .753** -.005 .701** --   
14. Perceived control - essential oils .133 .074 .288* -.074 .216 .250 .242 .230 .075 -.137 .383** .225 -.035 --  
15. Reward responsiveness - holistic .143 .097 .076 .039 .405** .491** .404** .430** .074 -.014 .551** .236 .171 .349* -- 
16. Reward responsiveness - assertive .031 -.047 -.094 .156 .462** .625** .528** .612** -.242 -.098 .397** -.093 .086 .190 .642** 
Note: * p < .05 (2-tailed). ** p < .01 (2-tailed). 
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CHAPTER VI: Discussion and Conclusion 
This chapter discusses the results of the study, and also the theoretical and 
practical implications, limitations and directions for future research. 
6.1 Discussion of findings 
The present study aims to replicate the result of previous research on the new 
form of mere ownership effect, in which when merely own an object that is 
functional to the self, people will also incorporate the functional property of the 
object into their self-concept, which enhance one’s self -perceived efficacy on the 
corresponding domain.  
The results of the present study support (1) the existence of the new mere 
ownership effect, and the hypotheses that (2) self-enhancing motive and (3) 
cultural-value congruency play important role in influencing the new mere 
ownership effect.  
The results reported in the preceding chapter supported the existence of the 
new mere ownership effect and revealed the effect depends on motive concordance 
and cultural value congruency. Participants who have mere ownership of essential oil 
product that functions to boost their holistic thinking ability, incorporate the 
functional property of the object into their self-concept, and experience higher 
self-perceived efficacy on holistic thinking, compared to participants in the without 
ownership condition. However, it should be noted that the observed effect can only 
be found when the functional value of the owned object is congruent with one’s 
motive and cultural value. Not all participants who received ownership of the same 
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object exhibited the same effect. The present study provides new insight to the 
conditions that give rise to the occurrence of new mere ownership effect. 
The Role of Cultural Value Congruency  
In support of Hypothesis 2a, Chinese participants reported a greater increase 
in holistic thinking efficacy when merely owned a Holistic essential oil, compared to 
the Western participants. Since holistic thinking ability is valued by people in Eastern 
culture, the Holistic oil was perceived as an object congruent with own’s cultural 
value among Chinese participants. Thus, the new mere ownership effect only occurs 
among this particular sample, i.e. Chinese participants incorporate the holistic 
thinking enhancing property of the essential oil into their self-concept when given 
mere ownership of the essential oils product. 
The same effect was not found among the Western sample. As discussed, 
Westerners in general have a self-enhancing tendency to give themselves better 
self-evaluation than Chinese participants, it can be observed in their self-efficacy 
ratings on their holistic thinking and assertiveness in general. However, it was also 
observed when participants merely owned a motive concordant essential oil, the 
Chinese group increase their self-enhancing tendency and displayed a similar 
enhancing level as the Westerners. It seemed that acquiring ownership of the 
essential oil provide a reason for them to self-enhance and thus eliminated the 
cultural difference in self-enhancing tendency. 
In addition, the current study took one step further to measure the individual’s 
behavioral tendency in using holistic thinking. However, no significant result was 
found. This could be due to various reasons, (1) mere ownership effect have no 
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actual influence on individual’s implicit behavioral tendency, (2) poor validity of the 
current measurement. It will be discussed in more details in the limitation part. 
The Role of Motive Concordance 
The results also showed that self-enhancing motive plays an important role in 
the new form of mere ownership effect. Only participants who merely owned an 
essential oil which functions concordant with their self-enhancing motive reported 
higher self-perceived efficacy. Specifically, in the present study, among the Chinese 
participants, only those merely owned a motive-concordant “Holistic” oil reported 
higher self-perceived efficacy in holistic thinking. 
The above finding is in line with past study on the mere ownership effect, 
which suggested that the effect is an act of self-enhancement (Beggan, 1992). When 
participants were threatened in lacking the ability of holistic thinking, acquiring 
ownership of an object with concordant function to enhance their holistic thinking 
would result in self-enhancing tendency to compensate for their threatened 
self-esteem. 
On the other hand, when the functional property of the owned object did not 
match (motive discordant) to enhance their threatened self (lacking assertiveness), no 
self-enhancing effect was observed. The results provided evidence for the proposed 
importance of motive concordance in the new mere ownership effect. Specifically, 
the new mere ownership effect can only be found when the functionality of the 
owned object served the purpose to satisfy one’s specific self-enhancing motive. 
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The Role of Personality Traits 
In the present study, no personality traits were found to play a moderating 
role on the observed effect. Hypotheses 4 and 5, which suggested Dispositional 
Optimism and DFC may have moderating effect in the mere ownership effect, were 
not supported. It is possible that dispositional traits do not affect the observed effect 
in the current study. However, since the present study is one of the first few studies 
investigating the new mere ownership effect, the possible influence of individual 
dispositional difference cannot be ruled out. This possibility should be interpreted 
with caution in further future study. 
Summary 
The current findings corroborate the previous study on the new form of mere 
ownership effect, by providing evidence in experimental settings. Furthermore, this 
study provides evidence on the factors that the effect may depends on – the owners’ 
self-enhancing motive and the cultural value congruency of the owned product. This 
may suggest that not all merely owned objects have the same effect on all people. 
Rather, it heavily depends on how much the functional property of the objects match 
with one’s self-enhancing motive and one’s cultural value.  
6.2 Theoretical Implications  
The current study provides additional empirical evidence of the mere 
ownership effect, in which people believed that they have acquired the functional 
property of an object through mere ownership. Further, it provided new insights into 
the factors that contributing to the effect. It was revealed that the self-enhancement 
motive concordance and cultural-value congruency affects the occurrence of the 
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effect. These imply that individual-difference variable should also be considered 
when examining what driven the effect in the future, no matter it is a static factor 
(e.g., cultural background) or dynamic factor (e.g., motivation).  
Specifically, this current finding has important implications on the 
importance of examining one’s self-enhancing motive in understanding factors that 
affect the occurrence of the new mere ownership effect. Past study on the traditional 
mere ownership effect (Beggan, 1992) has been suggesting that it can be explained 
by human self-enhancing tendency. Due to the motive of self-maintenance, when 
people self-concept is threatened, they have the instinctive tendency to compensate 
through other means (Stele, 1988). With respect to this hypothesis, the results of the 
present study are in agreement with it. Mere ownership of an essential oil exhibits a 
self-enhancing effect when the functions of the object can help the owner to restore 
their threatened self. To develop a full picture of the role of self-enhancing motive, 
further investigations on the effect of self-enhancement are recommended. 
Furthermore, this study has raised important questions on the universality of 
self-enhancement tendency. Past research suggested that there is cultural specificity 
of this tendency in which only Westerners, who share an independent construal of the 
self, would engage in self-enhancement (Heine & Lehman, 1999; Heine & 
Hamamura, 2007). However, the present study seemed to support the advocates of 
the universality of self-enhancement (Yamagishi et al., 2012), the cultural differences 
in self-enhancement disappeared when Chinese participants have an explicit reason 
for making self-enhanced evaluation, they revealed an almost identical level of 
self-enhancement. This offered further support for the universality of 
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self-enhancement tendency. 
6.3 Practical Implications 
This research provided new understanding on consumer behavior and 
advertising/marketing tactics. It revealed how consumers experience illusory 
self-enhancing feeling when they merely owned the product, even before they 
actually use it. Especially for products that are marketed and promoted as having 
strong self-enhancing properties such as essential oils and charms, their effects could 
possibly be attributed to the mere ownership effect. Since consumers may have a 
strong expectation on the self-enhancing effect of similar kinds of products, possibly 
they may wrongly attribute their elevated self-perceived efficacy aroused by the mere 
ownership effect as the actual effect of the product, which foster them to have 
favorable evaluations over these products.  
Moreover, the current findings highlight the role of consumer’s motive and 
cultural background in product marketing. It seems that consumers undergo 
self-referencing process when they were newly presented with products, owning 
products with higher congruency with their ideal self-image have greater chance 
leading to a mere ownership effect. To achieve marketing success, marketers should 
better understand subtle cultural differences, tailoring message and strategy to 
cultures with reference to their culture-specific values might work best. In addition, 
advertisement that provides reminders of specific self-enhancing motive may be 
useful. Though marketers do not create needs but they can make consumers aware of 
their self-enhancing needs. Understanding consumers’ needs and motives are indeed 
useful in promoting related consumer products. 
 84 
 
6.4 Limitations and Direction for Future Research 
Future experimental investigations are needed to be undertaken in the 
following areas. First, studies in this area could continue to examine the cultural 
value issue of the effect. The present study focused on a Chinese culture-oriented 
object and tried to contrast how Chinese and Westerner group differ in their 
perceived self-efficacy upon ownership. Attempting to extend the findings of the 
present study using a Western culture-oriented stimulus would be worthwhile to 
provide more definitive evidence to the role of cultural value. Would a Western 
culture-oriented stimulus, e.g. an essential oil enhancing assertiveness, result in the 
same enhancing effect on perceived efficacy among assertive-motivated Westerners?  
Furthermore, though the study offers some compelling results, it should be 
interpreted with caution. The small sample size in the experiment as a whole, and 
also within the group samples, makes it difficult to generalize the results to a larger 
population. In particular, it cannot be concluded that there is an absence of moderator 
and mediator of the observed effect, owing to the narrow range of sample size that 
was examined. Similarly, given the unequal gender distribution of the participants, 
further work needs to be done to assess the impact of gender. Past study in consumer 
psychology suggested that men and women differ in their way of construing their 
relation to possessions (Dittmar, 1992). Women are more likely to emotionally relate 
to their possessions when compared to men. It may imply that gender may influence 
the psychological functions of possessions served in one’s self. Moreover, the 
stimulus used in the current study was a rather feminine product, in which its target 
customer group is overwhelmingly female. It is unknown if it could have affect the 
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present result.  
Besides, future studies can attempt to use other measure to assess individuals’ 
changes in implicitly operating behavioral tendency upon mere ownership. The 
present study only found the ownership effect on participants’ self- perceived 
efficacy, but did not find any impact in their behavioral holistic thinking tendency in 
judgement task. The result could possibly be attributed to the nature of the task, 
which required participants to imagine themselves as a police officer, which is an 
occupation associate with analytic and logical reasoning. The scenario setting may 
possibly activate individuals’ analytical thinking tendency instead. Future study 
could replicate the present experiment with another measurement on implicit 
cognition. For instance, the object similarity resemblance task of Norenzayan et al. 
(2002), which assess if individual categorize objects based on causality to objects or 
to the surrounding field, can be one possible instrument to measure participants’ 
holistic thinking tendency. 
Finally, the results highlight the influence of motive concordance and cultural 
value congruency on the effect, further investigation and experimentation should 
assess the relative importance of the two factors across situations. It is possible that 
cultural-value congruency would exert greater influence when one’s cultural identity 
was made salient. For instance, prior manipulation that remind individuals of their 
culture might activate their cultural value identification and hence result in a greater 
ownership effect upon owning related product. 
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6.5 Conclusion 
Overall, the current findings contribute to a growing body of literature on the 
new form of the mere ownership effect. It confirms previous findings that when 
people acquire mere ownership of objects, they also incorporate the functional 
property of the object into their self-concept, and thus enhance the self. Additionally, 
it provides additional evidence suggesting self-enhancing motive and cultural value 
congruency as potential factors affecting the effect. These findings enhance our 
understanding of the factors affecting consumers’ responding to consumer products, 
which is particularly valuable to marketing and branding strategy on drawing target 
customers. 
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APPENDIX I : Sample of the Experiment materials (English) 
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Consent Form 
Relationship of personality, memory, and mental processing of consumer products 
 
You are invited to take part in a research study titled: Relationship of personality, memory, and mental 
processing of consumer products. 
 
What the study is about:  
To understand the relationship of personality, memory, and mental processing of consumer products. 
 
What you will be asked to do:  
There are two parts in this study. Part 1 is an online survey examining your personality tendencies. 
You have already completed Part 1. Now you will proceed to Part 2. In Part 2, you will participate in a 
lab-based session examining your memory capacity and mental ability to process information related 
to consumer products. The session will require approximately 35-45 minutes. 
 
Risks and benefits:  
There are no anticipated risks to you if you participate in this study, beyond those encountered in 
everyday life. Your participation would be valuable in helping us understand the relationship of 
personality, memory, and mental processing of consumer products. Upon completion of both Part 1 
and Part 2, you will receive $10 as a token of appreciation for your participation. 
 
Taking part is voluntary: Taking part in this study is completely voluntary. If you choose to be in the 
study you can withdraw at any time without consequences of any kind. Participating in this study does 
not mean that you are giving up any of your legal rights. 
 
Your answers will be confidential: The records of this study will be kept private. Digital data will be 
stored in secure computer files. Physical data, such as paper-based survey and printed statistical 
reports, will be kept in the researchers’ locked cabinet. Any report of this research that is made 
available to the public will not include your name or any other individual information by which you 
could be identified. 
 
If you have questions or want a copy or summary of the study results: Contact the researcher at 
the email address or phone number above. You will be given a copy of this form to keep for your 
records. If you have any questions about whether you have been treated in an illegal or unethical way, 
contact the Colorado College Institutional Research Board chair, Amanda Udis-Kessler at 
719-227-8177 or audiskessler@coloradocollege.edu. 
 
Statement of Consent: I have read the above information, and have received answers to any 
questions. I affirm that I am 18 years of age or older. I consent to take part in the research study of  
Relationship of personality, memory, and mental processing of consumer products. 
 
 
________________________________ ____________________________ 
Participant’s Name CC ID # 
  
________________________________ _____________________________ 
Participant’s Signature           Date  
  
 96 
 
Relationship of personality, memory, and mental processing of consumer 
products 
 
Background of the study 
 
Please read the following passage to learn about this research: 
Influence of memory on consumer judgments 
People remember things in different ways. How we input information into our 
memory could affect our ability to retrieve it and relate new information to what we 
already know. Consumer psychologists are constantly trying to gain new insights on 
how consumer product information is encoded, processed, and stored, and how it 
affects consumers’ purchase decisions and behaviors. 
In making purchase decisions, we engage in both internal and external sources of 
product information searches. External information searches involve the exercise of 
our working memory to encode and process information such as the brand’s logo, 
product packaging, product function, prices, etc. Internal information searches 
involve the exercise of our personal memory, such as the ability to retrieve past 
related experiences with the products, memorable advertising that imprinted on our 
minds, word-of-mouth reviews, etc.  
Psychologists believe that there are individual differences in people’s ability to 
perform external and internal information searches, thus affecting their product 
preference and purchase decision. 
In this experiment, we hope to explore how individuals vary regarding their memory 
and information processing ability related to consumer products. 
You will be asked to engage in a number of memory tasks. We will test how good 
your personal memory is in terms of recalling a personal past experience. We will 
also test how good your working memory is in memorizing information related to 
consumer products. In daily life people are often busy or distracted when they try to 
remember and recall things. We are going to have you do some other tasks in 
between different memory tasks. Please follow the instructions given to you. 
 
If you have any question, please feel free to contact the experimenter now. 
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How good is your personal memory? 
This is a memory task testing your personal memory. Please read the following 
passage and instructions carefully. 
Holistic thinking refers to being able to recognize the interconnectedness of 
various parts of a larger system and gain insight into the context and 
relationships of each part to understand and comprehend the wholeness of the 
system. 
It is important for every individual to acquire holistic thinking, especially in this 
overwhelmingly complex society. For example, a CEO who embraces holistic 
thinking, rather than segmented thinking, is capable of fully understanding the 
importance of every operation in the company. This requires not only 
understanding the interdependence of different parts of a company, but also to 
ensure that its value and vision are shared with different stakeholders from the 
top to bottom of the company holistically, with a bigger picture in mind. 
Try to recall a personal experience in which you felt you lacked holistic thinking and 
describe the consequences of lacking holistic thinking. Please briefly describe the 
particular event below: 
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Imagine you are an editor of a college magazine and that you are invited to write a 
short article on the topic below: 
Holistic thinking is important for us. 
Try to compose a short passage to convey this important message to your readers. 
An example to start the message is given below: 
‘Being able to think holistically is important. There are many benefits of being a 
holistic thinker. For example…’ 
Please write your passage below: 
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Please indicate the extent to which you agree or disagree with the statements using 
the scale given below (Please write a number on the line next to each statement). 
1 
Strongly 
disagree 
2 
Disagree 
3 
Somewhat 
disagree 
4 
Neither 
agree or 
disagree 
5 
Somewhat 
agree 
6 
Agree 
7 
Strongly 
agree 
 
1 Other people tell me that I am a good listener. ________ 
2 I like to spend money. ________ 
3 Even though it might be difficult, I want to pursue holistic thinking. ________ 
4 Before making a decision I always weigh up the pros and cons.  ________ 
5 I want to think holistically. ________ 
6 If I am in trouble, I can usually think of a solution. ________ 
7 Even though it might be difficult, I want to pursue assertiveness. ________ 
8 I want to be a holistic thinker. ________ 
9 I am empathetic to other people’s emotions. ________ 
10 I want to be an assertive person. ________ 
11 I will find ways to enhance my holistic thinking. ________ 
12 I need to improve my assertiveness. ________ 
13 I want to be a good communicator. ________ 
14 I will find ways to enhance my assertiveness. ________ 
15 I am confident in my ability to remember information. ________ 
16 I need to improve my holistic thinking. ________ 
17 I am easily distracted. ________ 
18 I want to be more assertive. ________ 
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You are about to perform a memory task that requires the use of  
working memory. 
 
You will be presented with some information about a consumer product 
(essential oil). Please read the information carefully. You will need to 
complete a QUIZ afterwards. 
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The Practice of Using Essential Oils 
The use of natural aromatherapy, also referred to as essential oil therapy, is popular 
all over the world. Over the years, various studies have revealed that essential oils 
have therapeutic effects on human physiology and psychology. The use of essential 
oils for therapeutic purposes goes back to a number of ancient civilizations including 
the Chinese, Indians, and Egyptians. The medicinal value of essential oils has been 
repeatedly affirmed in ancient Greece and was also recorded in the Bible. 
Essential oils can help alter our physical and mental well-being by triggering a 
soothing and uplifting effect on the mind and body. The tiny molecules of essential 
oils, when diffused, can deliver healing properties to the body’s systems that control 
our physiological and mental states. 
Basically, different essential oils produce different odors that can directly stimulate 
the olfactory system, relaxing the body and mind. According to a study, the odor 
experiences brought about by essential oils can stimulate the brain and improve 
cognitive functions. The study proved that because the olfactory bulbs, the region in 
the brain that are involved in olfaction, are located just underneath the prefrontal 
cortex, which is known for higher order mental processes (see Figure 1), olfactory 
experiences can have some surprising effects on a variety of cognitive processes, 
such as assertiveness, concentration, creative thinking, holistic thinking, etc. 
 
Figure 1: Olfactory bulbs are located underneath the prefrontal cortex. 
A French company called ‘la prôme’ has recently developed a set of essential oils 
which, when properly used, can help create olfactory experiences that boost different 
mental abilities, such as assertiveness and holistic thinking. 
Olfactory 
bulb 
Prefrontal cortex 
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See below the two bottles of essential oil produced by la prôme. 
 
In the next page, you will read more information about these two bottles of essential 
oils produced by la prôme. Please read them carefully.  
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 HOLISTIC  - an excellent oil to facilitate holistic thinking 
B E  A  H O L I S T I C  T H I N K E R  
Think and act holistically 
 
 
INGREDIENTS: 
-  Eucalyptus radiata 
-  Rosemary 
-  Basil 
Blended in 100% Organic Sweet 
Almond oil 
BENEFITS: 
- Facilitates holistic thinking 
- Elevates your attention to your 
surroundings 
- Enables you to perceive events 
holistically 
- Makes you recognize the 
interconnectedness of your mind, 
relationship, and environment 
 
A fresh, bright aroma that promotes 
mental sharpness. It’s one of the best 
aromatherapy oils to help promote 
holistic thinking. 
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 ASSERTIVE  - an excellent oil to increase decisiveness 
B E  M O R E  A S S E R T I V E  
Think and act assertively 
 
 
INGREDIENTS: 
-  Ginger 
-  Ylang-Ylang 
-  Lemon 
Blended in 100% Organic Sweet 
Almond oil 
BENEFITS: 
- Boosts assertiveness 
- Stimulates your mind to 
surmount fear and self-doubt 
- Promotes feelings of 
self-assuredness and confidence 
- Express yourself in a clear, open 
and effective way 
A warm and soothing aroma that 
calms your mind. It’s one of the best 
aromatherapy oils to help promote 
decisiveness. 
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How to Apply: 
 
For Diffuser: 
Add 8–12 drops of essential oil into the water. The diffuser will emit 
cool mist and moisturize the air. 
 
For Bath: 
Add 5-10 drops of essential oil in a tub of warm water. Mix to 
disperse in the water. 
 
 
Cautions: 
- Not recommended for internal use. 
- Keep out of reach from children and pets. 
- Keep away from flame, heat, and ignition sources (essential oil are flammable). 
- Avoid contact with eyes, inner ear, and sensitive areas. 
- Possible skin sensitivity. 
- Avoid throughout pregnancy. 
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A SHORT QUIZ 
 
Please answer the following questions:     (Please circle one) 
 
1. Essential oil can be used during pregnancy.    True  /  False 
2. Internal use of essential oil is not recommended.    True  /  False 
3. The two essential oils are blended in Sweet Almond oil.   True  /  False 
4. Essential oils can be used in a bath.      True  /  False 
5. la prôme is a German company.       True  /  False 
6. What are the names of the two essential oil blends and their benefits? 
i. H __ __ __ __ __ __ __ Oil ; Benefits: To __________________________ 
ii. A __ __ __ __ __ __ __ __ Oil ; Benefits: To ________________________ 
 107 
 
ACKNOWLEDGEMENT RECEIPT OF ESSENTIAL OIL SAMPLE 
 
    
 
I, _____________________________________ (your name) participated in the 
study “Relationship of personality, memory, and mental processing of consumer 
products”. 
As a token of appreciation, I received a  HOLISTIC / ASSERTIVE (please circle 
one) essential oil sample which has the function to improve 
_________________________. 
 
 
 
 
                                                                                                                       
Participant Signature        Date 
  
HOLISTIC 
(Facilitate holistic thinking) 
ASSERTIVE 
(Increase decisiveness) 
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In the following part, we would like you to fill in a questionnaire about your personal 
experiences or feelings. It is not a test, so there are no right or wrong answers. Your 
answers are confidential, please answer the questions honestly. 
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The following words describe different feelings and emotions. Read each word 
carefully. Use the scale below and write down a number next to each word to 
indicate to what extent you feel this way right NOW, that is, AT THE PRESENT 
MOMENT. 
 
1 
Very Slightly 
or Not at All 
2 
A Little 
3 
 
Moderately 
4 
 
Quite a Bit 
5 
 
Extremely 
 
 
1. Interested   __________ 11. Irritable   __________ 
2. Distressed   __________ 12. Alert    __________ 
3. Excited   __________ 13. Ashamed   __________ 
4. Upset   __________ 14. Inspired   __________ 
5. Strong   __________ 15. Nervous   __________ 
6. Guilty   __________ 16. Determined  __________ 
7. Scared   __________ 17. Attentive   __________ 
8. Hostile   __________ 18. Jittery   __________ 
9. Enthusiastic  __________ 19. Active   __________ 
10. Proud   __________ 20. Afraid   __________ 
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Please indicate the extent to which you agree or disagree with the statements using 
the scale given below (Please write a number on the line next to each statement). 
 
1 
Strongly 
disagree 
2 
Disagree 
3 
Somewhat 
disagree 
4 
Neither 
agree or 
disagree 
5 
Somewhat 
agree 
6 
Agree 
7 
Strongly 
agree 
  
1 I find it easy to make decisions. ________ 
2 I can easily perceive how things are related to each other within the 
universe. 
________ 
3 I am more assertive than most people. ________ 
4 I am able to appreciate how the whole is greater than the sum of its parts. ________ 
5 I can think of many ways to reach my goals. ________ 
6 I am able to express my thoughts assertively in public discussion. ________ 
7 It is difficult for me to perceive the relationships among events. ________ 
8 I can understand the parts as I am able to consider the whole picture. ________ 
9 It is difficult for me to criticize other people’s opinions. ________ 
10 It is hard for me to express my honest opinions. ________ 
11 I can always manage to pay attention to the whole context rather than the 
details. 
________ 
12 I understand that nothing is unrelated. ________ 
13 I can tell that one single phenomenon entails a numerous number of 
consequences, although some of them may be unknown. 
________ 
14 I feel comfortable saying 'No' to other people. ________ 
15 In order to understand a phenomenon, I am able to consider the whole, 
rather than its parts. 
________ 
16 I am a holistic thinker. ________ 
17 I am confident that I could consider the situation one is faced with, as well 
as one’s personality, in order to understand one’s behavior. 
________ 
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1 
Strongly 
disagree 
2 
Disagree 
3 
Somewhat 
disagree 
4 
Neither 
agree or 
disagree 
5 
Somewhat 
agree 
6 
Agree 
7 
Strongly 
agree 
 
18 I am confident insisting on my judgments, even if others disagree with 
me. 
________ 
19 I am confident disagreeing with others' opinions and judgments. ________ 
20 It is easy for me to perceive the causal relationship among everything in 
the world. 
________ 
21 I am an assertive person. ________ 
22 It is easier for me to see the details of an event instead of the whole 
context. 
________ 
23 I feel confident expressing myself in a clear and open way. ________ 
24 It is hard for me to pay attention to the whole context ________ 
25 I am able to do things as good as other people. ________ 
26 I often find it hard to say 'No'. ________ 
27 I find it difficult to stay focused. ________ 
28 I am able to express my honest feelings and opinions comfortably. ________ 
29 I can stand up for my own or others' rights calmly. ________ 
30 I find it hard to understand other people’s point of views. ________ 
31 I can tell that there are many causes of a single phenomenon, although 
some of the causes are unknown. 
________ 
32 I feel comfortable communicating with others. ________ 
33 I am able to observe that even a small change in any element of the 
universe can lead to significant alterations to other elements. 
________ 
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The Murder Mystery 
Instructions: 
Suppose that you are the police officer in charge of a case involving a graduate 
student who murdered a professor (the dead professor was the graduate student’s 
advisor). Why would the graduate student possibly murder his or her advisor? As a 
police officer, you must establish the motive. 
In the space below, you are presented with several potential pieces of 
information, each of which may or may not be relevant with respect to determining a 
motive. Please decide whether the information is irrelevant. Place a check mark ‘X’ 
next to the item that you determine to be irrelevant. 
Mark ‘X’ if Irrelevant 
Information: 
 
1. Whether or not the professor ever sexually harassed the graduate student   
2. Whether or not the professor drank alcohol   
3. Whether or not the graduate student recently ended a romantic relationship   
4. The professor’s history of sexual abuse by his/her parents   
5. The graduate student’s history of mental disorders   
6. The professor’s history of eating disorders   
7. Whether or not the graduate student and the professor were (or previously had 
been) engaged in a sexual relationship 
  
8. The graduate student’s sexual orientation   
9. Whether or not the graduate student ever sexually harassed the professor   
10. Whether the graduate student behaved unreasonably toward the professor   
11. The graduate student’s height and weight   
12. The professor’s sexual orientation   
13. The way the professor dressed   
14. Whether or not the graduate student drank alcohol   
15. Whether or not the graduate student smoked cigarettes   
16. Whether or not the professor used email regularly   
17. Whether the professor behaved unreasonably toward the graduate student   
18. Whether or not the graduate student was unhelpful   
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Mark ‘X’ if Irrelevant 
19. The professor’s height and weight   
20. Whether or not the professor was religious   
21. Whether or not the graduate student came from a dysfunctional family   
22. Whether or not the professor was left-handed   
23. Whether or not the graduate student was far away from his/her hometown   
24. Whether or not the professor was temporarily insane   
25. Whether or not the graduate student liked rock music   
26. Whether or not the professor came from a dysfunctional family   
27. Whether or not the graduate student ever ridiculed the professor in public   
28. Whether or not the professor recently ended a romantic relationship   
29. Whether or not the graduate student was an irritating person   
30. The professor’s history of mental disorders   
31. Whether the professor was introverted or extroverted   
32. Whether or not the professor smoked cigarettes   
33. Whether or not the professor had a history of violence   
34. Whether or not the professor was condescending toward the graduate student   
35. The graduate student’s history of eating disorders   
36. Whether or not the professor was an irritating person   
37. Whether the professor had any brothers and sisters   
38. Whether the graduate student liked to attend parties   
39. Whether or not the professor was unhelpful   
40. Whether or not the graduate student liked to watch violent movies   
41. The graduate student’s history of sexual abuse by his/her parents   
42. The graduate student’s IQ score   
43. Whether or not the graduate student was temporarily insane   
44. The way the graduate student dressed   
45. Whether or not the professor was a vegetarian   
46. The professor’s IQ score   
47. Whether or not the professor could play a musical instrument   
48. What the graduate student’s parents did for a living   
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Mark ‘X’ if Irrelevant 
49. Whether the professor preferred to use IBM or Macintosh computers   
50. What the professor’s high school GPA was   
51. Whether the graduate student was introverted or extroverted   
52. Whether or not the professor liked to watch violent movies   
53. The number of pets the professor owned   
54. The graduate student’s zodiac (astrological) sign   
55. Whether the graduate student ever unfairly gave the professor a bad evaluation   
56. Whether or not the graduate student had a history of violence   
57. Whether or not the professor had a web page   
58. The professor’s favorite food   
59. Whether or not the graduate student lived in a dorm   
60. The political preferences of the professor   
61. Whether or not the professor ever ridiculed the graduate student in public   
62. Whether or not the graduate student was a drug user   
63. Whether the graduate student had a history of rebelling against persons in 
authority 
  
64. Whether the graduate student was a basketball fan   
65. Whether or not the graduate student was religious   
66. Whether the graduate student and the professor had offices on different floors   
67. Whether or not the graduate student used email regularly   
68. Whether or not the graduate student was condescending toward the professor   
69. Whether the professor ever unfairly gave the graduate student a bad evaluation   
70. The number of publications on which the professor and the graduate student had 
collaborated 
  
71. The graduate student’s favorite color   
72. Whether or not the professor would retire soon   
73. Whether the graduate student had any brothers and sisters   
74. Whether or not the professor liked rock music   
75. What the graduate student’s high school GPA was   
76. Whether the professor had a history of abusing his/her authority   
77. Whether or not the graduate student had a web page   
78. Whether or not the professor had a secretary   
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Mark ‘X’ if Irrelevant 
79. Whether the graduate student came to school on a bicycle   
80. The professor’s favorite color   
81. What the professor was doing on the night in question   
82. Whether or not the graduate student was left-handed   
83. Whether the professor liked to attend parties   
84. Whether the professor was a basketball fan   
85. Whether the graduate student preferred to use IBM or Macintosh computers   
86. What the professor’s parents did for a living   
87. Whether or not the professor was a drug user   
88. The political preferences of the graduate student   
89. The professor’s zodiac (astrological) sign   
90. The graduate student’s favorite food   
91. What the graduate student was doing on the night in question   
92. Whether the professor was far away from his/her hometown   
93. Whether or not the graduate student was a vegetarian   
94. The number of pets the graduate student owned   
95. Whether the professor came to school on a bicycle   
96. Whether or not the graduate student would have received his/her PhD   
97. Whether or not the graduate student could play a musical instrument   
 
 
Please indicate the extent to which you agree or disagree with the statements using 
the scale given below (Please write a number on the line next to each statement). 
1 
Strongly 
disagree 
2 
Disagree 
3 
Somewhat 
disagree 
4 
Neither 
agree or 
disagree 
5 
Somewhat 
agree 
6 
Agree 
7 
Strongly 
agree 
 
All things considered, why do you think this incident (i.e., the graduate student 
murdered the professor) happened? 
1 The incident occurred because of the student. ________ 
2 The incident occurred because of the professor. ________ 
3 The incident occurred because of the relationship between the 
student and the professor. 
________ 
4 The incident occurred because of the circumstances. ________ 
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Below is a list of some commonly encountered situations you may experience in 
daily life. Following each situation is a response (in bold). Rate to what extent each 
response best describes how you would react to the given situation.  
(Please circle one)  
1 If I receive a poor grade from a course, and I 
think I deserve a better grade. I… 
Would ask my professor for a better grade. 
Never                   Always 
1 2 3 4 5 6 7 
2 When someone close to me unjustly criticizes my 
behavior, I… 
Would openly discuss the criticism with the 
person. 
Never                   Always 
1 2 3 4 5 6 7 
3 When someone I don’t know well borrows 
something from me and forgets to return it, I… 
Would ask if she/he is done with the item and 
ask for it back. 
Never                   Always 
1 2 3 4 5 6 7 
4 My friends and I are trying to decide on a place to 
eat. They come to a decision on a place that I do 
not like. I… 
Would tell them that I would prefer a different 
place. 
Never                   Always 
1 2 3 4 5 6 7 
5 If I start to think that someone I don’t know well 
is taking advantage of me, I… 
Would talk rationally to the person and 
express concerns about the one-sidedness of 
the relationship. 
Never                   Always 
1 2 3 4 5 6 7 
6 If someone I know says something that hurts my 
feelings, I… 
Would tell him/her off and provide with 
evidence why the comment was incorrect. 
Never                   Always 
1 2 3 4 5 6 7 
7 If someone I don’t know well disagrees with me 
during a conversation, I… 
Would continue elaborating on my opinion 
until the person understands it. 
Never                   Always 
1 2 3 4 5 6 7 
8 If I am at a performance and someone keeps 
talking loudly, I… 
Would ask that person to keep quiet. 
Never                   Always 
1 2 3 4 5 6 7 
9 If a neighbor I know returns something of mine in 
poor shape, I… 
Would request that my neighbor replace or fix 
it. 
Never                   Always 
1 2 3 4 5 6 7 
10 If someone cuts in line ahead of me at the movies, 
I… 
Would ask the person to move to the back of 
the line. 
Never                   Always 
1 2 3 4 5 6 7 
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Please indicate the extent to which you agree or disagree with the statements using 
the scale given below (Please write the number on the line next to each statement). 
1 
Strongly 
disagree 
2 
Disagree 
3 
Somewhat 
disagree 
4 
Neither agree 
or disagree 
5 
Somewhat 
agree 
6 
Agree 
7 
Strongly 
agree 
 
At this moment… 
1 I can easily imagine how I would feel when I use essential oils. ________ 
2 I cannot think holistically no matter how hard I try. ________ 
3 With enough effort, I can think and act assertively. ________ 
4 I foresee that using essential oils can help me to be a holistic thinker. ________ 
5 I feel powerless to change myself to be an assertive person. ________ 
6 I believe essential oils can help boost the mind and body. ________ 
7 I have means to help me to become an assertive person. ________ 
8 I expect natural aromatherapy to have healing properties. ________ 
9 If needed, I can enhance my holistic thinking. ________ 
10 I find it difficult to use essential oils. ________ 
11 I foresee that using essential oils can help me to be a decisive person. ________ 
12 I can envisage essential oils enhancing my holistic thinking. ________ 
13 I can decide when to use essential oils. ________ 
14 People cannot think holistically because they cannot find ways to do so. ________ 
15 I cannot be decisive no matter how hard I try. ________ 
16 I can master holistic thinking. ________ 
17 I can imagine how and when I will use essential oils in the future. ________ 
18 I expect essential oils can enhance my holistic thinking. ________ 
19 I can decide how to use essential oils. ________ 
20 I want to use essential oils right now. ________ 
21 I have means to help me to become a holistic thinker. ________ 
22 When I leave this room, I want to try essential oils. ________ 
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1 
Strongly 
disagree 
2 
Disagree 
3 
Somewhat 
disagree 
4 
Neither agree 
or disagree 
5 
Somewhat 
agree 
6 
Agree 
7 
Strongly 
agree 
 
23 I cannot find ways to enhance my assertiveness. ________ 
24 I feel empowered to enhance my holistic thinking. ________ 
25 If needed, I can use essential oils at any time. ________ 
26 I can easily think of the connection between essential oils and 
assertiveness. 
________ 
27 At this moment, I think essential oils can help me. ________ 
28 I expect using essential oils can enhance my holistic thinking. ________ 
29 There are always ways to enhance my assertiveness. ________ 
30 I feel powerless to change myself to be a holistic thinker. ________ 
31 People cannot think assertively because they cannot find ways to do so. ________ 
32 I expect essential oils to be a beneficial instrument for me. ________ 
33 If needed, I can enhance my assertiveness. ________ 
34 With enough effort, I can think and act holistically. ________ 
35 I expect essential oils can enhance my decisiveness. ________ 
36 I cannot wait to use essential oils. ________ 
37 I expect that I will use essential oils in the future. ________ 
38 I feel excited when I know that I can enhance my assertiveness. ________ 
39 I am confident that I am able to think holistically. ________ 
40 I can envisage essential oils enhancing my assertiveness. ________ 
41 I am confused about how to use essential oils. ________ 
42 I cannot find ways to enhance my holistic thinking.  ________ 
43 I expect using essential oils can enhance my assertiveness. ________ 
44 I believe that essential oils are good for me. ________ 
45 It is hard for me to visualize how I would use essential oils. ________ 
46 I can master assertiveness. ________ 
47 There are always ways to enhance my holistic thinking. ________ 
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1 
Strongly 
disagree 
2 
Disagree 
3 
Somewhat 
disagree 
4 
Neither agree 
or disagree 
5 
Somewhat 
agree 
6 
Agree 
7 
Strongly 
agree 
 
48 I am confident that I am able to act assertively. ________ 
49 I can easily think of the connection between essential oils and holistic 
thinking. 
________ 
50 I can visualize how I would use essential oils as if I am using them. ________ 
51 I find essential oils easy to use. ________ 
52 I feel excited when I know that I can enhance my holistic thinking. ________ 
53 It is hard to imagine how I would use essential oils. ________ 
54 I feel empowered to enhance my assertiveness. ________ 
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Please answer the following questions. 
 
 
  
1 Have you bought / used any essential 
oils in the past week? (Please circle 
one)  
Yes  /  No 
If yes, what is it? : _______________ 
And its function: _________________ 
2 How frequently do you use essential 
oils? 
Never                         Very Often    
1     2     3     4     5     6     7         
3 Do you believe that essential oils can 
enhance your holistic thinking?  
Not at all                      Very Much 
1     2     3     4     5     6     7 
4 Do you believe that essential oils can 
enhance your assertiveness? 
Not at all                      Very Much 
1     2     3     4     5     6     7 
5 How important is being a holistic 
thinker to you? 
Not important               Very important 
1     2     3     4     5     6     7 
6 How important is being assertive to 
you? 
 
Not important               Very important 
1     2     3     4     5     6     7 
7 Do you like essential oils?  Not at all                      Very Much 
1     2     3     4     5     6     7 
8 How often do you read information 
related to essential oils? 
Never                         Very Often    
1     2     3     4     5     6     7         
9 How often do you buy essential oil 
related products? 
Never                         Very Often    
1     2     3     4     5     6     7         
10 How often do you participate in 
activities that involve the use of 
essential oils? 
Never                         Very Often    
1     2     3     4     5     6     7         
11 Did you receive any free essential 
oils sample today? (Please circle 
one)  Yes  /  No 
 
If you could freely choose, would you choose 
the same essential oil sample given to you? 
(Please circle one) 
Yes   /  No 
12 What is your participant code? 
(the one generated to you through email) 
☐☐☐☐ 
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APPENDIX II: Sample of the Experiment materials (Chinese) 
 
 
 122 
 
  
 123 
 
 
  
 124 
 
 
  
 125 
 
 
  
 126 
 
 
  
 127 
 
 
  
 128 
 
 
  
 129 
 
 
 
參與研究同意書 
本人為嶺南大學應用心理學系研究生，現正進行一項有關性格, 記憶及消費者購
物決策的心理學學術研究。現誠意邀請閣下參與這次的研究。 
是次研究共分為兩部分： 
您已經完成研究的第一部分，現在將進行第二部分，內容包括記憶力測試及問卷，需
時約 45 分鐘。 
參加者必須完成兩個部分 (第一部分及第二部分) 才算完成整個研究，及獲得 PSY2101 
Introduction to Psychology 所需的 1 分 (credit)。 
本研究並無任何風險，請您在參與實驗前，仔細閱讀並簽署此同意書。若你在參
與實驗的過程中有任何問題或不清楚之處，可以隨時詢問研究人員。所有參加者皆享
有充分的權利在研究進行中任何時候中止參與，參加者一旦退出，將不會獲得上述 credit。
閣下提供的所有資料只供研究用途，並會以代號代替姓名，所有個人資料將絕對保密。
研究結束後，所有問卷所得的資料會全部銷毀。 
填寫問卷時，請依據個人經驗和感受回答，答案沒有對錯之分，請毋須花太多時
間填寫每條問題。如日後你對是項研究有任何查詢，歡迎與本人 Claire Chan 聯絡 (電郵
地址：pikyingchan@ln.edu.hk) 。  
非常感謝你對是次研究的參與。  
 
 
本人 ___________________________________ (姓名) 同意參與是次研究，而我明白所
提供的資料只供學術用途，將絕對保密。 
 
 
 
 
______________________________              ______________________________ 
簽署                                         日期 
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性格, 記憶及消費者購物決策學術研究 
研究背景 
 
 
性格傾向和記憶力對消費者購物決策之影響 
人們會利用各種方法去記憶事物，當我們獲取新資訊時，訊息會被儲存並整合
到我們既有的知識中。在消費心理學的領域上，學者正積極研究消費者是如何
根據過去與產品相關的記憶和經驗來進行購物決策。 
消費者在進行購物決策的過程中，會搜集及分析與產品相關的資訊。人們會主
動針對產品作出全面的評估，如產品包裝、產品功能、價格等。除此之外，個
人的經驗、既有知識亦有所影響，如對有關產品的使用經驗、廣告宣傳、口碑
等。以上的購買決策行為均依賴我們的記憶力、資訊處理等一系列思維活動。 
心理學家相信消費者進行信息蒐集的能力與其性格傾向有關，而這種對產品訊
息的搜尋更會進而影響消費者的偏好及購買決定。 
透過是次研究，我們希望探討消費者在產品記憶及訊息處理上的差異。 
以下我們將會進行記憶力測試。在日常生活中，當人們試圖記憶及回想事物時，
或會因其他事情而分心。因此，你將會被要求在各項記憶力測試之間完成其他
任務。 
如有問題，請隨時向研究人員詢問。 
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請閱讀以下短文： 
 
行事果斷 (Assertive)的人兼具自信及堅定的特質，他們在捍衛自己的權益及表
達自己想法的同時，又不會表現得具侵略性。在處理人際關係上，果斷行事是
很重要的，這特質能幫助我們在不損害他人的權利下坦誠地表達自己的想法和
感受。 
身處瞬息萬變的社會中，決斷力尤其對我們重要。以一間企業的 CEO 為例，擁
有自信果斷的決策力有助企業把握關鍵時機，作出革新的改變。 
這不單止需要洞悉哪些決策是對公司有益，還需要在訂立目標和下決定時擁有
堅定的決心並加以實行，縱使面對下屬的阻力仍能迎難而上。 
 
試回想一次您不夠果斷的經歷 (如您優柔寡斷，對自己的判斷缺乏信心，或您
不能堅定果敢地維護自己的權益與立場)。 
請於下列橫線上敘述這次經歷的過程和後果。 
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假設你正擔任大學刊物的編輯，並獲邀為以下題目撰文： 
「行事果斷是很重要的。」 
請你就此題目撰寫一段短文，將以上信息傳遞給你的讀者。以下是文章開首的
例子： 
「行事果斷是很重要的。能夠自信果斷行事能帶來很多好處。例如…」 
 
請在此撰寫你的短文： 
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以下我們想知道您現在的一些想法。請利用量表，在每一個句子旁的橫線上寫
下一個數字來表示您對該句子的同意或不同意程度。答案沒有正確或錯誤之
分。 
1 2 3 4 5 6 7 
非常不同意 不同意 稍為不同意 沒有意見 稍為同意 同意 非常同意 
 
1 別人告訴我我是個很好的聆聽者。 ________ 
2 我喜歡揮霍金錢。 ________ 
3 即使很困難，我仍然想改善我的宏觀思維。 ________ 
4 在我下決定前，我會先衡量其帶來的好處和壞處。 ________ 
5 我想提升自己的宏觀思考力。 ________ 
6 當我遇到問題時，我通常能想到解決的方法。 ________ 
7 即使很困難，我仍然想讓自己更決斷。 ________ 
8 我希望能以宏觀的角度去思考。 ________ 
9 我能夠設身處地感受他人的情緒。 ________ 
10 我希望變得更加果斷。 ________ 
11 我會想方法去提升我的宏觀思考力。 ________ 
12 我現在很需要提升我的決斷力。 ________ 
13 我想成為一個出色的溝通者。 ________ 
14 我會想方法去提升我的決斷力。 ________ 
15 我對於自己的記憶力感到自信。 ________ 
16 我現在很需要提升我的宏觀思考力。 ________ 
17 我很容易分心。 ________ 
18 我想變得更決斷。 ________ 
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以下你需要進行另一個記憶力測驗
 
你將會閱讀一份與香薰油產品有關的資料，然後你需要完成一份與
此資料有關的記憶力測驗。請仔細閱讀。 
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自然香薰治療法 
現今世界各地都提倡自然香薰治療法。其實早於中國醫書「黃帝內經」內已記
載有關幾種香薰油的屬性及功用。很早以前，古埃及、巴比倫及印度等民族已
懂得使用香薰油。在古希臘及聖經的記載中，亦多次肯定香薰油的醫療價值。
多年來不同的研究顯示，香薰油對於人的生理及心理均有一定的治療功效。 
香薰油主要是以不同的氣味直接刺激嗅覺官感，讓身心全面放鬆。當香薰油揮
發其香氣及粒子時，能為人的生理及心理帶來治療效用。香薰油帶來的嗅覺經
驗甚至能刺激大腦，影響我們的認知功能。研究發現由於嗅覺球(負責管理嗅覺
信息的腦部結構) 位於大腦前額葉皮層 (負責處理高層次認知如深層思考能力)
的正下方位置 (見下圖)，因此不同的嗅覺經驗極有可能影響我們的認知功能，
例如有些嗅覺經驗能幫助我們提升集中力、有些能提升創意、有些能提升決斷
力和多角度思考能力等。 
嗅覺球(負責管理嗅覺信息) 位於大腦前額葉皮層 
(負責處理高層次認知)的正下方位置 
一間國際知名的法國天然產品公司 la prôme 最近就研發了一系列有助提升認知
功能的香薰油。研究發現香薰油的不同配方可分別提高我們的決斷力及宏觀思
維。 
 
  
嗅覺球 
前額葉皮層 
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以下是法國天然產品公司 la prôme 最新研發的兩款香薰油配方。 
 
你將會閱讀有關以上 la prôme 香薰油產品的資料。請仔細閱讀。 
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 HOLISTIC 宏觀思維香薰油  - 有助你提升宏觀性思維 
B E  A  H O L I S T I C  T H I N K E R  
Think and act holistically 
 
 
成分: 
-  尤加利 
-  迷迭香 
-  羅勒 
 混合 100%有機甜杏仁基底油 
功效: 
- 有助提升全面、宏觀、整體性的
思考能力 
- 刺激你對周邊環境的注意力 
- 清晰思緒、促進你組織事物的能
力 
- 增強你理解事物與大環境間的關
聯性 
其清新香氣有助保持頭腦清晰，對提
升宏觀性思考能力尤其有效。 
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 ASSERTIVE 決斷力香薰油  - 有助你提升決斷力 
B E  M O R E  A S S E R T I V E  
Think and act assertively 
 
 
成分: 
-  純生薑 
-  依蘭花 
-  檸檬香茅 
 混合 100%有機甜杏仁基底油  
功效: 
- 增強決斷力，勇於作出果斷決定 
- 激發意志的堅定性，衝破自我障
礙 
- 提升自我肯定的力量、鞏固信念 
- 加強自信心，讓你勇敢表達自己
的情緒和感受 
其清新香氣有助振奮精神，對提升
自信、 
決斷力尤其有效。 
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建議用法  
 
香薰爐: 
香薰爐盛滿水後，將 8–12 滴香薰油混和於水中，以小蠟燭燃點，讓
香薰氣味徐徐散發於室內。 
 
浸浴法: 
將 5–10 滴香薰油混和於注滿暖水的浴缸中並享受浸浴。 
 
 
注意: 
- 香薰油不能口服 
- 放置於遠離小童及寵物的地方 
- 香薰油為易燃物，請放置於遠離易燃物品的地方 
- 避免將精油塗抹於敏感位置，包括眼睛、耳朵 
- 可能會產生皮膚敏感 
- 切勿在懷孕期間使用 
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請回答以下問題:           (請圈出) 
 
 
1. 香薰油可在懷孕期間使用。     是   /   否 
2. 香薰油適宜口服 。       是   /   否 
3. 兩款香薰油均與甜杏仁基底油混合。    是   /   否 
4. 香薰油可用於浸浴。      是   /   否 
5. la prôme 是一間德國公司。     是   /   否 
6. 資料所介紹的兩款香薰油的名稱和功效分別是： 
(可填寫中文或英文) 
 
 
i. ____________________ 香薰油 ; 主要功效: ________________________ 
ii. ____________________ 香薰油 ; 主要功效: ________________________ 
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禮品 (香薰油) 領取收據 
致各參加者: 
多謝閣下抽出寶貴的時間參與是次調查，為了感謝閣下的參與，la prôme 誠意
向每位參加者送贈一瓶 5ml 香薰油樣本作為答謝禮物 (見下圖)。 
 
    
 
本人(姓名) ___________________________參與了有關性格,記憶及消費者購物
決策的心理學學術研究並領取了由 la prôme 公司送贈的香薰油樣本一瓶 (5 ml) 
作為答謝，本人所領取的香薰油是 HOLISTIC / ASSERTIVE (請圈出) ， 
其主要功效是： _________________________. 
 
 
                                                                                                            
簽署         日期 
  
HOLISTIC 
宏觀思維香薰油 
(提升宏觀性思維) 
ASSERTIVE 
決斷力香薰油   
(提升決斷力) 
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以下的一些形容詞是用來描述人的不同心情和感受。請您仔細閱讀每一個詞，
判斷這個詞在多大程度上能描述您現時的心情，並參照以下量表，在橫線寫上
相應的數字。 
 
 
 
1 2 3 4 5 
完全不能 
描述現時的心情 
輕微程度 中等程度 相當大程度 非常大程度 
描述現時的心
情 
 
 
  
 
 
 
  
1. 感興趣的  __________ 11. 易怒的  __________ 
2. 焦慮的  __________ 12. 警覺的  __________ 
3. 興奮的  __________ 13. 羞愧的  __________ 
4. 不快的  __________ 14. 受鼓舞的  __________ 
5. 堅強的  __________ 15. 緊張的  __________ 
6. 內疚的  __________ 16. 有決心的  __________ 
7. 驚恐的  __________ 17. 專注的  __________ 
8. 敵意的  __________ 18. 戰戰兢兢的 __________ 
9. 充滿熱情的 __________ 19. 積極活躍的 __________ 
10. 自豪的  __________ 20. 害怕的  __________ 
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以下我們想知道你現在的一些想法，請利用量表，在每一個句子旁的橫線上寫
下一個數字來表示您對該句子的同意或不同意程度。答案沒有正確或錯誤之
分。 
 
1 2 3 4 5 6 7 
非常不同意 不同意 稍為不同意 沒有意見 稍為同意 同意 非常同意 
 
1 對我來說，下決定是件容易的事。 ________ 
2 我能夠輕易地理解世上事物是如何互相連繫的。 ________ 
3 我比大多數人更堅定。 ________ 
4 我能夠理解整體並不止於其部分的總和。 ________ 
5 我能夠想出很多方法去達成我的目標。 ________ 
6 我能夠自信地在公開討論上表達我的想法。 ________ 
7 我很難去理解事物之間的關係。 ________ 
8 我能理解事情的細節是因為我能夠考慮事情的全貌。 ________ 
9 對我來說，質疑別人的觀點是件困難的事。 ________ 
10 表達我真正的想法是件困難的事。 ________ 
11 我總是能夠注意事情的整體性，而不只是其細節。 ________ 
12 我明白所有事物都是互相關聯的。 ________ 
13 我清楚知道任何現象都會導致許多後果，儘管有些後果是未知的。 ________ 
14 當拒絕別人的請求時，我感到自在。 ________ 
15 要理解一個現象，我能夠考慮其整體脈絡，而不只是其局部。 ________ 
16 我擁有宏觀思維。 ________ 
17 當我去理解他人的行為時，除了其個性外，我會同時考慮對方當時
身處的處境。 
________ 
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1 2 3 4 5 6 7 
非常不同意 不同意 稍為不同意 沒有意見 稍為同意 同意 非常同意 
 
18 即使其他人不同意我，我仍然能堅持我的判斷。 ________ 
19 我能夠自信地對他人的看法和判斷提出質疑。 ________ 
20 我很容易理解到世界萬物間的因果關係。 ________ 
21 我是個堅定果斷的人。 ________ 
22 比起事情的整體全貌，我更容易看到事情的細節。 ________ 
23 我能夠自信並坦白地表現自己。 ________ 
24 我很難去注意事情的全局性。 ________ 
25 我能夠和大多數的人做得一樣好。 ________ 
26 我常常對拒絕別人感到困難。 ________ 
27 保持專注對我來說很困難。 ________ 
28 我能夠自在地表達自己真正的想法和感受。 ________ 
29 我能夠平和地站出來去爭取自己或別人應得的權利。 ________ 
30 我很難去理解別人的觀點。 ________ 
31 我清楚知道任何現象都是由多種複雜因素所導致，儘管有些因素是
未知的。 
________ 
32 我和別人交流時感到自在。 ________ 
33 我能夠觀察到宇宙任一元素的微小變化都可能導致其他元素發生
顯著的改變。 
________ 
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假設你是一名警長，你被獲派調查一宗兇殺案，案件中的研究生謀殺了一名教
授 (該教授生前擔任研究生的顧問老師)。為什麼研究生會謀殺他/她的顧問老師？
作為調查案件的警長，你必須就案件找出其犯案動機。 
以下列出了與此案件有關的各項資料，它們可能與犯案者的動機相關或不相關。
請你決定那些資訊是與此案件不相關的，並在旁填上 X。 
 
請在不相關的資訊旁填上 X 
 
1. 教授是否曾性騷擾該研究生   
2. 教授是否曾經喝酒   
3. 研究生是否剛失戀   
4. 教授是否曾遭受過父母的性侵犯   
5. 研究生的精神病病歷   
6. 教授的飲食失調病歷   
7. 研究生和教授是否（或曾經）有過性關係   
8. 研究生的性傾向   
9. 研究生是否曾性騷擾該教授   
10. 研究生是否曾不合理地對待該教授   
11. 研究生的身高和體重   
12. 教授的性傾向   
13. 教授的衣著風格   
14. 研究生是否曾經喝酒   
15. 研究生是否曾經吸煙   
16. 教授是否定期檢查電子郵件   
17. 教授是否曾不合理地對待該研究生   
18. 研究生是否一個不太會幫忙的人   
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請在不相關的資訊旁填上 X 
 
19. 教授的身高和體重   
20. 教授是否有宗教信仰   
21. 研究生是否來自問題家庭   
22. 教授是否左撇子   
23. 研究生當時是否離他/她的家鄉很遠   
24. 教授當時是否正處於精神錯亂的狀態   
25. 研究生是否喜歡搖滾音樂   
26. 教授是否來自問題家庭   
27. 研究生是否曾公開嘲笑該教授   
28. 教授是否剛失戀   
29. 研究生是否一個易怒的人   
30. 教授的精神病病歷   
31. 教授是個性格內向者還是外向者   
32. 教授是否曾經吸煙   
33. 教授是否有暴力前科   
34. 教授是否在研究生面前表現得很高傲   
35. 研究生的飲食失調病歷   
36. 教授是否一個易怒的人   
37. 教授是否有兄弟姐妹   
38. 研究生是否喜歡參加派對   
39. 教授是否一個不太幫忙的人   
40. 研究生是否喜歡看暴力電影   
41. 研究生是否曾遭受過父母的性侵犯   
42. 研究生的智商   
43. 研究生當時是否正處於精神錯亂的狀態   
44. 研究生的衣著風格   
45. 教授是否素食者   
46. 教授的智商   
47. 教授是否懂得演奏樂器   
48. 研究生的父母的職業   
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請在不相關的資訊旁填上 X 
49. 教授偏好使用 IBM 電腦或是 Macintosh 電腦   
50. 教授的高考成績   
51. 研究生是個性格內向者還是外向者   
52. 教授是否喜歡看暴力電影   
53. 教授飼養的寵物數量   
54. 研究生的星座   
55. 研究生是否曾經不合理地給予該教授不好的評價   
56. 研究生是否有暴力前科   
57. 教授是否有其個人網頁   
58. 教授最喜歡的食物   
59. 研究生是否住在宿舍   
60. 教授的政治傾向   
61. 教授是否曾公開奚落該研究生   
62. 研究生是否吸毒者   
63. 研究生過去是否曾經有過反抗權威的經歷   
64. 研究生是否籃球愛好者   
65. 研究生是否有宗教信仰   
66. 研究生和教授的辦公室是否分別設在不同樓層   
67. 研究生是否定期檢查電子郵件   
68. 研究生是否在教授面前表現得很高傲   
69. 教授是否曾經不合理地給予該研究生不好的評價   
70. 教授和研究生曾共同發表的論文數量   
71. 研究生最喜歡的顏色   
72. 教授是否即將退休   
73. 研究生是否有兄弟姐妹   
74. 教授是否喜歡搖滾音樂   
75. 研究生的高考成績   
76. 教授是否曾經濫用其權力   
77. 研究生是否有其個人網頁   
78. 教授是否有秘書   
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請在不相關的資訊旁填上 X 
79. 研究生是否騎單車上學   
80. 教授最喜歡的顏色   
81. 教授在事發當晚在做什麼   
82. 研究生是否左撇子   
83. 教授是否喜歡參加派對   
84. 教授是否籃球愛好者   
85. 研究生偏好使用 IBM 電腦或是 Macintosh 電腦   
86. 教授的父母的職業   
87. 教授是否吸毒者   
88. 研究生的政治傾向   
89. 教授的星座   
90. 研究生最喜歡的食物   
91. 研究生在事發當晚在做什麼   
92. 教授當時是否離他/她的家鄉很遠   
93. 研究生是否素食者   
94. 研究生飼養的寵物數量   
95. 教授是否騎單車回校   
96. 研究生會否被頒授他/她的博士學位   
97. 研究生是否懂得演奏樂器   
 
請利用量表，在每一個句子旁的橫線上寫下一個數字來表示您對該句子的同意
或不同意程度。答案沒有正確或錯誤之分。 
 
1 2 3 4 5 6 7 
非常不同意 不同意 稍為不同意 沒有意見 稍為同意 同意 非常同意 
 
綜合而言，你認為事件(研究生將教授殺害)為什麼會發生？ 
1 研究生的個人因素是事件發生的主因。 
________ 
2 教授的個人因素是事件發生的主因。 
________ 
3 研究生與教授二人間的關係是事件發生的主因。 
________ 
4 環境因素是事件發生的主因。 
________ 
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以下是一些你在日常生活中可能會遇到的情境。在每個情境下均有一個針對此
情境的反應，請利用量表來表示你有多大可能作出以下反應。 (請圈出) 
 
1 假如我在某一科目所獲派的成績不如理想，而我
認為我理應獲得更好的成績。我會… 
向教授爭取更好的成績評級。 
從不                   經常 
 1 2 3 4 5 6 7 
2 當一個我熟悉的人無理地質疑我的行為時，我
會… 
坦白地和對方談論他/她對我的質疑。 
從不                   經常 
 1 2 3 4 5 6 7 
3 當一個不太熟悉的人把我的物品借去卻忘記將它
歸還，我會… 
詢問對方是否可以歸還。 
從不                   經常 
 1 2 3 4 5 6 7 
4 當我和朋友們正在討論用餐的地點，他們決定到
一間我不喜歡的餐廳。我會… 
告訴他們我寧願去其他餐廳。 
從不                   經常 
 1 2 3 4 5 6 7 
5 當我開始認為某位我不太熟悉的人一直利用我來
獲得好處，我會… 
理性地向對方表達我對這段不平等的關係感到憂
慮。 
從不                   經常 
 1 2 3 4 5 6 7 
6 一個我認識的人說了些話令我感到受傷害，我
會… 
責備對方並向他/她證明其說話並不恰當。 
從不                   經常 
 1 2 3 4 5 6 7 
7 當一個我不太認識的人在對話中質疑我，我會… 
繼續闡釋自己的想法直至對方完全明白我。 
從不                   經常 
 1 2 3 4 5 6 7 
8 假如我在觀賞一場表演時有人不斷大聲地聊天，
我會… 
要求對方安靜。 
從不                   經常 
 1 2 3 4 5 6 7 
9 假如同學向我借了東西後，卻把它弄壞了才歸還，
我會… 
要求對方將其還原或賠償新的給我。 
從不                   經常 
 1 2 3 4 5 6 7 
10 當我在戲院排隊買票時，有人在我前方插隊，我
會… 
要求對方返回隊尾重新排隊。 
從不                   經常 
 1 2 3 4 5 6 7 
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以下我們想知道您此時此刻的看法。請利用量表，在每一個句子旁的橫線上 寫
下一個數字來表示您對該句子的同意或不同意程度。答案沒有正確或錯誤之分。
有些問題看似重覆，請您把它們視為獨立的問題作答。 
 
1 2 3 4 5 6 7 
非常不同意 不同意 稍為不同意 沒有意見 稍為同意 同意 非常同意 
 
此時此刻…… 
1 我頗能夠想像自己使用此香薰油時的感覺。 ________ 
2 無論我怎樣努力嘗試，我都不能運用全面的角度去思考。 ________ 
3 只要付出足夠的努力，我可以變得更堅定果斷。 ________ 
4 我預計香薰油可幫我提升全局性思維。 ________ 
5 我覺得我無力去改變自己成為堅定果敢的人。 ________ 
6 我相信使用香薰油有助促進身心。 ________ 
7 我有方法可以使自己變得更自信堅定。 ________ 
8 我預計自然香薰療法具有治療作用。 ________ 
9 如果我需要， 我可以提升自己的宏觀思維。 ________ 
10 我對於此香薰油的使用方法感到困難。 ________ 
11 我預計香薰油有助我成為堅定果斷的人。 ________ 
12 我頗能夠想像香薰油能有助我運用全面的角度去思考。 ________ 
13 我可從心所欲地去決定什麼時候使用此香薰油。 ________ 
14 人們無法運用宏觀思維是因為他們沒有找到方法。 ________ 
15 無論我怎樣努力嘗試，我都不能變得更堅定。 ________ 
16 我能夠掌握宏觀思考力。 ________ 
17 我頗能夠想像自己將會怎樣及在什麼情況下使用此香薰油。 ________ 
18 我預計香薰油有助我加強宏觀思考力。 ________ 
19 我可從心所欲地去決定如何使用此香薰油。 ________ 
20 我十分渴望現在能立即使用此香薰油。 ________ 
21 我有方法可以提升自己的宏觀思考。 ________ 
22 當我離開這個房間，我想立刻使用此香薰油。 ________ 
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1 2 3 4 5 6 7 
非常不同意 不同意 稍為不同意 沒有意見 稍為同意 同意 非常同意 
 
此時此刻…… 
23 我沒有方法使自己變得更堅定果斷。 ________ 
24 我覺得我有能力去提升自己的全局性思維。 ________ 
25 如果我需要，我隨時能夠使用此香薰油。 ________ 
26 我很容易聯想到使用香薰油與自信堅定之間的關連。 ________ 
27 在這一刻，我覺得香薰油能幫助我。 ________ 
28 我期望自己在使用香薰油後會更能掌握宏觀思考力。 ________ 
29 總有方法可用來提高我的自信。 ________ 
30 我覺得我無力去改善自己的宏觀思考力。 ________ 
31 人們無法變得堅定果敢是因為他們沒有找到方法。 ________ 
32 我認為使用此香薰油能為我帶來很大的益處。 ________ 
33 如果我需要，我可以提升自己的決斷力。 ________ 
34 只要付出足夠的努力，我可以掌握宏觀思維。 ________ 
35 我預計香薰油有助我提升決斷力。 ________ 
36 我現在急不及待想使用此香薰油。 ________ 
37 在未來，我會使用此香薰油。 ________ 
38 當我知道有機會使自己變得更堅定果斷，我感到興奮。 ________ 
39 我頗肯定自己可以掌握全局性思考。 ________ 
40 我頗能夠想像香薰油能有助我變得更堅定果斷。 ________ 
41 我對於如何使用香薰油感到困惑。 ________ 
42 我沒有方法去改善自己的宏觀思考力。 ________ 
43 我期望自己在使用香薰油後會變得更堅定果敢。 ________ 
44 我認為此香薰油對我有益。 ________ 
45 對我來說，要在腦海裡想像自己怎麼使用此香薰油是很困難的。 ________ 
46 我能夠掌握自我肯定的信念。 ________ 
47 總有方法提升自己的多角度思考能力。 ________ 
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1 2 3 4 5 6 7 
非常不同意 不同意 稍為不同意 沒有意見 稍為同意 同意 非常同意 
 
此時此刻…… 
48 我頗肯定自己可以變得更堅定果斷。 ________ 
49 我很容易聯想到使用香薰油與宏觀思考力的關連。 ________ 
50 我可以在腦海裡想像自己怎麼使用此香薰油，猶如我現正使用它一
樣。 ________ 
51 對我來說此香薰油十分容易使用。 ________ 
52 當我知道有機會提升自己的宏觀思維，我感到興奮。 ________ 
53 要想像自己怎樣使用此香薰油是很困難的。 ________ 
54 我覺得我有能力去提升自己的決斷力。 ________ 
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請回答以下問題，不要留有任何空白。 
 
1 您在過去的一星期裡是否曾
使用過香薰油? (請圈出)   
 
有  /  沒有 
如有，其味道和功能是：
_______________________ 
2 您有多常使用香薰油？ 未曾使用過                        經常使用 
1   2    3    4    5    6    7 
3 您有多相信香薰油能提升您
的宏觀思考力? 
十分不相信                        十分相信 
1   2    3    4    5    6    7 
4 您有多相信香薰油能提升您
的決斷力? 
十分不相信                        十分相信 
1   2    3    4    5    6    7 
5 您覺得擁有宏觀思維對您有
多重要? 
十分不重要                        十分重要 
1   2    3    4    5    6    7 
6 您覺得處事決斷對您有多重
要? 
十分不重要                        十分重要 
1   2    3    4    5    6    7 
7 您喜歡香薰油嗎?  十分不喜歡                        十分喜歡   
1   2    3    4    5    6    7 
8 您有閱讀與香薰油相關資訊
的習慣嗎? 
 
從不閱讀                         經常閱讀 
1   2    3    4    5    6    7 
9 您有多常購買與香薰油有關
的商品? 
 
從不                                  經常 
1   2    3    4    5    6    7 
10 您有多常參與跟香薰油有關
的活動 ? 
 
從不                                 經常 
1   2    3    4    5    6    7 
11 您今天有沒有收到一瓶免費
的香薰油樣本? (請圈出)   
有  /  沒有 
12 如果您可以自由選擇，您會
否也會同樣挑選工作人員派
給您的那款香薰油? (請圈出) 
會   /  不會 
 
 
個人資料 
年齡：___________ 
性別：男   /    女（請圈出） 
國籍：_______________    SONA ID code：_____________ 
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